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and NEW 100 ft. REELS! 


Take your rope sales out of the basement! Sell more 
people more rope! Increase your profits! Reduce your 
inventory! Put rope “on display”! This attractive mod- 
ern merchandiser makes rope easy to handle in your 
store ... gives your customers the economy and con- 
venience of our new 100 foot “package”. Exclusive with 
“WATERBURY”, it makes possible the dispensing of a 
100 ft., 200 ft., or 300 ft. unit reel or any cut length with a 
single knife stroke. Write TODAY for the interesting 
details, mentioning your jobber’s name. 





120 YEARS 


WATERBURY ROPE COMPANY, INC. 
401 PARK AVENUE, BROOKLYN, NEW YORK 


Editorial Index - Page 25 





Advertising Index - Page 120 
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“ROPE RETAILER” 


Do your customers boost you when they leave 
your place of business? 


@ The farmers of your section—with 
their up-and-coming families, their 
productive acres, their far-more- 
than-average needs. How necessary 
their good opinion is to the perma- 
nent success of your business! 


Many dealers now realize the im- 
portance of ——s friendlier 
relations with their farmer cus- 
tomers—of satisfying them more 
completely—of making sure that 
their after-buying thoughts and 
conversations are favorable, and not 
unfavorable, to their stores. 


That is one reason why so many 
dealers today are recommending 
and selling Republic products. They 
know that these products possess, 
to an unusual degree, the quality 


and value their farmer customers 
demand —that they inspire confi- 
dence, create valuable good will, 
make loyal and lasting friends. 


They know that back of Republic 
fence, barbed wire, steel posts, gal- 
vanized roofing and other steel 
products, is a great name—a name 
which stands for a priceless repu- 
tation that will be carefully safe- 
guarded. It is the name of one of 
the world’s largest and best known 
manufacturers of 


—that it has set up an Agricultural 
Extension Bureau—has established 
a Research Fellowship at Iowa State 
College—and has invested millions 
of dollars in special plants and 
equipment—all to better fill the ever 
increasing demand for finer steels 
on the farms of America. 


If you are not already sharing with 
Republic the constantly enlarging 
opportunities in the agricultural 
field, you are invited to write for the 
Republic dealer proposition. It is 
modern. It is different. It will make 
friends for you. Get the details today. 





quality iron and 
steel products. 


They know, too, 
that Republic is 
a forward -look- 
ing organization 
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A symbol of quality and value 
im steel products for the farm 
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HE LOOKS TO YOU 


—for friendly counse! concern- 
ing his farm needs. Don't risk 
losing his confidence. Offer 
him Republic Products — and 
make sure of his satisfaction. 
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This is YALE Door Closer, 
Model YR. There are sizes 
and types to fit every need. 


TRY THIS PLAN OF SELLING 


~ YALE - poor CLOSERS 


... others have found that it pays 


These are days when it is necessary to go 
after business; and experience has proved 
to hardware merchants of our acquaintance 
that this can profitably be done in the case of 
the YALE Door Closer. 


Here is the idea: Just assign one of your 
men to devote an hour or two each day to 
calling on stores, restaurants, hospitals, banks 
and on large residences in your community. 
He is sure to find many entrance doors where 


YALE Door Closers are vitally needed—to 
keep out cold and drafts, to insure quiet and 
comfort. It should not require a great deal of 
time or effort to turn many calls into sales. 


You may find it advisable to install YALE 
Door Closers on 30-day free trial. Few will 
want to be without this comfort and conveni- 
ence after they have actually enjoyed it. You 
can, of course, add a moderate charge for 
installation. 


Why not give this plan a fair trial? This is the time to do it profitably! 


STAMFORD, CONNECTICUT, U. 


NOVEMBER 17, 1938 


THE FALE & TEEwWNE MEG. CO. 


3. A. 














FOR YEARS, YOU'VE SOLD|R 
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@ You feel sure that if Bill Jones buys that pair 
of pliers, he will be satisfied. Why? Because you 
know the manufacturer—and you know that he 
makes good tools. 

With today’s keen competition, reputable manu- 
facturers can take no chances with the quality of 
their products. For the steels they use, many of them 
come to Republic—because they know they will 
receive uniform high-quality steels that make possi- 
ble dependable, customer-satisfying products. 

You can be just as sure that the standard hard- 
ware items you sell will give your customers full 
value for their money by stocking Republic bolts, 
fencing, nails, pipe and sheets. Ask your jobber to 
show you the Republic line—or write us for further 
information. Republic Steel Corp., Cleveland, Ohio. 


REPUBLIC STEEL 


BERGER MANUFACTURING DIVISION - STEEL AND TUBES, INC. 
UNION DRAWN STEEL DIVISION - TRUSCON STEEL COMPANY 
NILES STEEL PRODUCTS DIVISION 
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Catalog No. 35 illustrates and de- 
scribes fully the complete 1938-39 line 
of UNION HARDWARE Ice Skates. 


Write for your copy. 






(Left! Model 07 
w-to-the-Boot 
Hockey Skates 
with relieved runners 


(Right) Model 5624 
Screw Clamp Skates 
for ladies 


(Left) Model 94 
Screw-to-the-Boot 
Figure Skates 
with saw-tooth toe 
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(Right) Models 
$24V2 and 42412 
Screw Clamp 
Hockey Skates for 
Men 


(Left) Model 1562 
Tubular Clamp 
Hockey Skates 





(Right) Models 1624, 

1624¥2 and 17242 

Screw Clamp Skates 
For Men 























Y OUR case is stronger when you point 
out the merits of UNION HARDWARE 
Ice Skates to your customers—the jury 
that decides whether you win or lose those 
extra profits that arise from increased 
sales) UNION HARDWARE Ice Skates 
won't “let you down.” You can depend on 
them not only to sell at a profit but to satisfy 
customers and keep them coming back. Take 
advantage of UNION HARDWARBE’S repu- 
tation for sustained quality and popular 
prices, built up during more than three quar- 
ters of a century of ice skate manufacture. Be 
ready for what promises to be one of the most 
profitable ice skate seasons in years. Arrange 
with your jobber TODAY to stock or replen- 
ish your supply of UNION HARDWARE 
Ice Skates! 


(mEeWEE Oe 
HARDWARE COMPANY 


REC.U.S.PAT. OF F. ESTABLISHED 1854 


TORRINGTON, CONN. 


NEW YORK OFFICE ISI CHAMBERS STREET 
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THIS HARDWARE STORE cashes in on the modern 
invitation its Pittco Front extends to shoppers in 
Camden, N. J. A Front like this will help you to keep 
your store filled with customers . . 
the path to extra profits. 


FRONT 


- and put you on 











WANT MORE BUSINESS? 


BUY A PITTCO STORE FRONT! 


a Front adds sales ap- 
peal to any hardware store. 
Modern, sparkling and inviting, it 
will bring new faces to your counter 
and help to attract patronage from 
all over town. A Pittco Front will do 
an A-1 job of bringing in the business 
that has been going to your competi- 
tors. 

A Pittco Front pays its own way, 
too, with the extra profits it makes 
possible. When you remodel your 
hardware store with a Pittco Store 


Front, consult an architect to assure 
an economical, well-planned job. Our 
staff of experts will gladly cooperate 
with him in planning a Pittco Front 
to suit your needs. And there’s an 
easy way to finance your Pittco re- 
modeling .. . the Pittsburgh Time 
Payment Plan. Pay just 20% down— 
then settle the balance out of income. 

Our free book is interesting and 
informative, full of figures, facts and 
photographs of Pittco installations 
evervwhere. Mail the coupon today 


for your copy. And in the meanwhile, 
watch for the Pittco Store Front 
Caravan. Our local branch will tell 
vou when it will be in your vicinity. 








ee ee es ee ee oe, 
Pittsburgh Plate Glass Company i 
2139X Grant Bldg., Pittsburgh, Pa. | 
Please send me, without obligation, your new book 
entitled ‘"Producing Bigger Profits with Pittco Store 
Fronts.” 


| 
| Name 


Street — 


PITTSBURGH PLATE GLASS COMPANY 
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Meet the Champ! 


A ‘husky”’ belonging to the National 
Hardware family that tackles the 
heavy sliding door problem without 
batting an eye. 





“Big 4” is the name of this star per- 
former, and you can see at a glance that 
strength and superservice have been 
built right into this big fellow, with 
heavy embossing on the hood for extra 
strength without increasing weight. 


<i National 


Wenger The “Big 4” is a cyclone in action. 
and Rail © ; 

Even the heaviest doors glide along 
with the greatest of ease on the steel- 
roller-bearing-equipped hanger wheels. 









A special braced rail which prevents 

sagging provides this hanger with a 

rigid, smooth track, further enhanc- 

\Wationat ing efficient friction- and trouble-free 
MFG. CO. operation always. 


Your stock should include this popu- 
lar leader that is winning new triumphs 

National Builders’ Hardware is s . 

sald dienet to the sxtall decles—o in performance daily. 


policy that promotes quality, serv- 
ice and direct selling cooperation. 











National Manufacturing Company 
STERLING « ILLINOIS 
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RED BRAND STORY No. 3 





“This is a mighty well 
made roll of fence 


Fred —full value all 
the way through.” 


“Why? Is it made 
any different than 


others?” 
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“Well, for one thing, 
every wire is full gauge, 
exactly as specified on 
the tag. It's easy to skimp 
a little there . . . and hard 
to see the difference." 
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More Good Points that 
GIVE YOU THE EDGE-- 


If you think all fence has the same story to tell... 
you don’t know the RED BRAND story! Here’s a 
line of fence with exclusive sales points and advantages 
that give you a distinct edge in getting the fence busi- 
ness in your community. 


Some of the points are in the fence itself -‘‘Galvan- 
nealing,” copper-bearing steel, improved construction 
and good workmanship. 


Other advantages are in the nation-wide popularity 
and reputation earned by RED BRAND fence through 
long years of aggressive advertising and satisfying per- 
formance on the farm. The famous red top-wire mark- 
ing is recognized by farmers everywhere as a symbol 
of good fence. 


A compact portfolio sums up the whole story for you. 
Write for a copy. No obligation. 


KEYSTONE STEEL & WIRE CO. 


Dept. P 


PEORIA, ILL. 


“And this Square Deal 
knot is a wonder for 
strength and compactness. 
Or, you can have it in 
hinge joint style.” 
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stiff-stay fence 
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A 30c SELLER WITH $1.50 APPEAL! 


i. The Autoyre “5000” Line of 50¢ sellers meets the long-felt need for a line 
that is within the price reach of the mass market—that has the eye-appeal and 


sales merits of expensive lines—and that affords a substantial profit to the retailer! 


* Never before, to our knowledge, have bathroom and kitchen accessories of this 












quality and beauty been available at so popular a resale price! Styled by an 
outstanding industrial designer! Constructed of metal specially treated for strength 
and durability! Triple processed with a high lustre chrome finish for long-lasting 


style and beauty! All screws are concealed! 


ee An attractive Autoyre “5000” Line display board is available. 


THIS IS A COMPLETE LINE OF MATCHED BATHROOM 
ACCESSORIES THAT WILL SELL IN COMPLETE SETS 





yA new line of 10¢ retail fixtures, the Autoyre “2200” Line is now available. 


Modern design . . . bright cadmium finish. 





Write today for descriptive literature and details. 


THE AUTOYRE COMPAN YU 


THE AUTOYRE “5000” LINE 
OF BATHROOM FIXTURES 


fTERe in “3000 STE 


WALL SOAP DISH 9009-—TOILET PAPER HOLDER 
TUB SOAP DISH 901118’ TOWEL BAR 
FAUCET SOAP DISH 9017-— 24’ TOWEL BAR 60c 
9004 COMBINATION TUMBLER and TOOTH BRUSH HOLDER 
9028—-ADJUSTABLE SHELF BRACKETS FOR 4’ & 5’ GLASS (70c pr 
9006-—ALL PURPOSE HOOK 50c pr. 


OAKVILLE, CONN. | 


NEW! NOVEL! USEFUL! 
"C, lija- On’ . 
SINK RACK _- 


} 
| 
| 


No. 2640 


Ingenious, versatile rack readily clips onto 
aprons of sinks and wash stands, and, in- 
verted, serves as tie-rack when clipped onto 
closet shelf. No screws! Holds fast! 
Mounted on individual card showing uses. 
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FIG.3013 


FIG.2700 


FIG. 3012 








DEALERS 


Farmers and suburban dwellers the country over are 
awake to the fact that modern water facilities not only pro- 
vide them with many comforts and conveniences but, more 
important still, bring them extra profits through increased 
crop and live stock returns. 

To make a long story short, they are sold on the value of 
running water—and they are sold on Myers Water Systems. 
They have been reading about them for years in their lead- 
ing farm journals and magazines. They have seen them 
demonstrated at hundreds of fairs this fall. They recognize 
the vast difference between Myers and the cheaply con- 
structed, small capacity units which are sold on a price basis 
only and not on a lifetime of dependable service like the 
Myers. 

In many localities whole neighborhoods have Myers Water 
Systems. One installation paves the way for many others. 
Always plump business for dealers who sell the Myers line. 

Let’s have your inquiry. Our new catalog is ready. Ask 
for a copy and get complete information from Pump Head- 
quarters. 


THEF.E.MYERS & BRO. co. 


. ASHLAND, OHIO. 






FIG. 2741 
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FIG. 30149 


PUMPS — WATER SYSTEMS — SPRAYERS — HAY TOOLS ~DOOR HANGERS 
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STERLING + HEXAGON 


The ORIGINAL Lock-Twist Hexagon —lays flat, stretches evenly. Assures 
utmost service and satisfaction. 


STERLING * STRAIGHT LINE 


Lock-Twist Non-Slip Joint. Will not sag or pull out of shape. Erects easily 
and quickly. 


NORTHWESTERN STEEL & WIRE COMPANY 
Incorporate d-Novlhwestern Barb Wive ‘Company -1879 
STERLING, ILLINOIS 
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1. Steel of special analysis, developed for fence. 


2. Genuine copper-bearing steel—resists corrosion. 
3. Purest quality zinc used, for rust-protection. 
4. Zinc perfectly bonded to steel by hot-coating method. 


5. Heaviest uniform zinc coating on any make of fence— 
proved by laboratory tests. 





The saleability of Pittsburgh Fences is enhanced both by their 

= finer appearance and finer quality. The line includes all 

sa standard styles of hinge-joint and lock-joint fences plus the 
exclusive welded-joint type of fence. 


In addition to the farm and poultry fences we have some 
brand-new, sales-boosting designs of Pittsburgh Lawn Fences, 
Flower Fences, and special close-mesh fabrics. 


Pittsburgh Fence offers you completeness of line, appearance, 
quality, and sales co-operation—a combination unequalled 
elsewhere. Let us tell you about the new features we have to 
help you get more fence business. 
) First — tr 


PITTSBURGH STEEL COMPANY ante 
1621 GRANT BUILDING PITTSBURGH, PA. B cris sto 
"jobbers | 
» experien 


Pittsburgh Fences fie 


HINGE-JOINT * WELDED-JOINT * LOCK-JOINT America 


OBOL1 
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HOW TO MARE A 


First — trim your stock down to the essential items only —that 
meet the requirements of your trade. Be guided by the LAMSON 
)Stock List showing which are the fast and slow moving sizes. 
(This stock list is compiled from the experience of many LAMSON 
jobbers and our own records over a period of years. It is 
experience that is yours for the asking—it doesn’t cost you a 
cent.) Ask your jobber to get a copy for you or ask us for it. 
Second—remember that display sells most merchandise in 
pany kind of a store. LAMSON bolt and nut products are packed 
in cartons and packages which won the award in the All- 
“America Package Competition for merchandising display 


SBOLTS ° e ° NUTS ‘ . ‘ 


LAMSON & 


COTTERS ° ° ° 


ia ee waa) 
a 


na 
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SELLING BOLTS AND NUTS * * + 


value. Take advantage of the trade-marked all-over design 
of LAMSON packages and put them where they can be seen 
to remind people to buy. The package design was made for 
that purpose. Third—stock LAMSON products. You can get every 
kind of fastening you need from LAMSON & SESSIONS—manufac- 
turers of the most complete line of bolt and nut products in 
this country. If it's standard—it's stocked by LAMSON for imme- 
diate shipment to your jobber. THE LAMSON & SESSIONS COMPANY, 
General Offices, Cleveland, Ohio. Plants at Cleveland and 
Kent, Ohio; Chicago and Birmingham ® Be sure to ASK for 
the new 1939 LAMSON Stock List—to be published soon. 


CAP SCREWS 


SESSIONS 
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A NATIONALLY ADVERTISED, WIDELY 


PUBLICIZED MOVEMENT THAT 
WILL STEP UP YOUR GLASS 
REPLACEMENT BUSINESS 


@ Only a few months ago Libbey: Owens: Ford 
announced its sponsorship of “Window Con- 
ditioning”— Double-Glass Insulation—and 
launched a forceful, appealing campaign of 
national advertising and nation-wide publicity 
to bring the benefits and economies of this 
effective type of insulation to the attention of 
millions of home owners. 

This winter, because of “Window Condi- 
tioning” thousands of houses will be more 
comfortable, more economical and healthier 
homes in which to live. And because of “Win- 
dow Conditioning”, your glass replacement 
business is bound to be increased. 
















Since many of your customers will be look- 
ing through two panes of glass instead of 
one, the quality of the glass that you handle 
becomes doubly important. L-O-F Quality 
Glass brings to your customers the superior 


features of a glass that is CLEARER, 
BRIGHTER and FLATTER than any window 
glass that the industry has ever offered. And 
because it is LESS brittle and there is con- 
sequently LESS breakage loss in cutting, you 
make MORE money when you standardize 
on L-O-F Quality Glass. 


Libbey-Owens: Ford GlassCompany,Toledo,O. 


LIBBEY-OWENS: FORD fay o~ 


QUALITY 
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THE TREND IN ROOFING IS TO STEEL 
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“G: ‘\ SrorMSEAL Roofing gives your customers the 
[ kind of satisfaction that brings them back to 


you when they want more steel sheets. For StormSeal has 
special leak-proof features that defy the stormiest weather. 
Look at these features, illustrated at the left, and you will see 
why this roofing gives such positive protection. And Storm- 
Seal is made to last long—designed to make a trim roofing 
job, too. No wonder that it is becoming more and more popu- 
lar every day. 

fe Market surveys show that farmers everywhere are turning 
blown over the smell V St ~ to steel roofing because they recognize that steel gives better 
edge of the tap is Corr protection and saves money. Take advantage of this trend. 
the root by the She Display StormSeal sheets and show them to your customers 


‘ 3E. —z st y x sales. 
NO END-LAP — and you'll boost your roofing sales 
08 

e. StormSeal pro -— = _ = saeaeeieaiatn P p 

al j his common cause U-S-S ROOFING AND SIDING SHEETS are available in all standard 
tects against ¢ aan patterns—including Corrugated, V-Crimped or Flat—in standard Open 
of roofing tro” Hearth or Rust-resisting Copper Steel. Also available are corrugated Ridge 
Roll, V-Capping, and Flashings; likewise, plain Ridge Roll and V-Capping. 


NO LEAKS AT S 


Any water that see 
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CARNEGIE-ILLINOIS STEEL CORPORATION, Pittsburgh and Chicago 


COLUMBIA STEEL COMPANY, San Francisco 
OSS AMERICAN STEEL & WIRE COMPANY, Cleveland, Chicago and New York 


United States Steel Products Company, New York, Export Distributors 


PoNIFe em STATES. STE ea 








high speed 
SALES STARTER 


@ Make way for a profit-maker! On your 




















counter...in your window...12 Osborn 
Steel Wire Scratch Brushes in a bright red 


merchandiser. Here’s the line-up: 


2—No. 1779 Curved Back Brushes. 
2—No. 1780 Straight Back Brushes. 
4—No. 1781 Shoe Handle Brushes. 
4—No. 1777 Long Curved Handle Brushes. 





These brushes are the “champs” of the 
Scratch Brush World. Made to Osborn’s high 
standards. Every number is a popular, fast- 
selling style. Place orders NOW for prompt 
shipment. If the Osborn jobber in your 
locality is unknown to you, write us. 


THE OSBORN MANUFACTURING COMPANY 
5401 HAMILTON AVENUE + CLEVELAND, OHIO 


Sales Offices: New York «+ Detroit « Chicago « San Francisco 
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No. 1779 Curved No. 1781 Shoe 
Back Type Handle Type 





No. 1780 Straight 
Back Type 
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CORTLAND BLACK 


ULTRA~- PREMIER 







CORTLAND BRONZE 


Also Cortland Copper 














THE NEW 4-WIRE SELVAGE 
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@ A complete line of screen cloth from the wire to the 
finished product made with the added advantage of 
over 60 years of “know how”. 


GRAY-WICK ... Dull finish galvanized—electro-zine coated and 
heavily enameled with pigmented varnish. Made from Open 
Hearth Copper-Bearing Steel— full gauge wire. Made in 12, 14, 16 
and 18-mesh, standard widths. Extra wide widths, 54 and 60’. 


BLACK ENAMELED...A low priced screen cloth made from 
rust resisting Open Hearth Copper-Bearing Steel. Hard, elastic 
enamel finish by special process. An exceptional value at the price. 
Made only in 12-mesh, standard widths. Extra wide widths, 54, 60 
and 72”, 


ULTRA-PREMIER... Extra heavy. Superior strength especially 
suited to doors and other hard usage. Made of 14-mesh 30 gauge 
wire about 50% heavier than standard cloth. Made from the special 
alloy Open Hearth Copper-Bearing Steel, electro-zinc and heavily 
pigment coated. Extra wide widths, 54 and 60”. 


BRONZE... The “last word” in wire cloth. Made of special 
alloy 90% copper and 10% zine, yet with all the elasticity of hard 
steel wire. Impervious to salt air, acids or gases. Absolutely rust- 
less. 14, 16 and 18-mesh made from .0113 gauge wire; also in heavy 
grade of 16-mesh .015 gauge wire. Extra wide widths, 54, 60 and 72”, 
Special bright or antique finish. 

Rugged protective cartons in which all Cortland 

Screen Cloth is packaged fqcilitate easy handling 

and provide attractive display value. 


WICKWIRE BROTHERS 
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SEND FOR THESE pr gy 


WICKWIRE BROTHERS 
CORTLAND, N. Y. 





@ Please send a set of 3 valu- 
able screen cloth selling helps, 
consisting of an actual sample 
book, surface tables and retail 
sales price book, and screen 
cloth folder will be sent to you. 





SCREEN 
WIRE 
CLOTH 


| 






Signed_ 
Company — 


Address 
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HAMLIN 
SHOVELS-HOES-RAKES 


LEAD THE FIELD FOR PROFITS 
Hamlin leads the field for Quality and Price. Don’t take 


our word for it. Let us show you proof! More new items 
. e higher quality merchandise and more attractive prices. 
A complete line and you can’t buy better .. . or cheaper. 

















5,000 DISTRIBUTORS 
CAN'T BE WRONG! 
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HAMLIN METAL 


PRODUCTS COMPANY 
AKRON OHIO 


Don’t be left behind! Join these “wise buyers” who 
are making real money on every Shovel, Hoe and Rake 
sold. You can make the profit you deserve with Hamlin 
Ask us for particulars NOW! 
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made a good investment when | bought 
Mid-States Fence. | saved enough money 
on repairs and replacements to take a nice 
trip last winter.” 


When farmers talk that way, it’s obvious that 
it will pay you to sell Mid-States Fence. 
Equally obvious is the fact that Mid-States 
will increase your reputation for reliability. 





It Pays to Sell 


PATENTEO 


“GALVANNEALED” 
Copper-Bearing 


MID'STATES 


And you know well that a farmer who feels 
he's been treated right by you will bring 
you more and more of his business. 


Write today for further information on Mid- 
States fence—the fence that is made by the 


patented “Galvannealed” process. 


MID-STATES STEEL & WIRE CO. 
Department M-89 Crawfordsville, indiana 


FENCE 





HARDWARE Aaé€ékE 





Mid-States Fence! 



















FINE NUCUT FILE PERFORMANCE 


Bruregs in eo EVERY DAY 


File users like the way NucuT keeps going on tough filing jobs. They 
welcome NucutT’s knack of keeping sharp longer— of cutting faster, cleaner 
—and with less effort. 

Such exceptional performance, as NUCUT gives, works to your advantage, 
too—if you are the NucutT distributor. For then you 
get the orders—and the re-orders. Your reputation as a 
distributor of quality products spreads around like 
magic. That’s what counts in building good business. 

It will pay you to get the facts on the HELLER NUCUT 
protective sales policy. Let us give you the details. SELL 


HELLER BROTHERS COMPANY, NEWARK, N. J. ; THE FILE 
Plants at Newark, N. J. Newcomerstown, Ohio with the 


WHITE TANG 








HELLER NUCUT “WAVY TEETH’ FILES 


> PAT NO 2 
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‘BOSTON peace’ HOSE & RI 





You'll agree this preview of the new 
Boston Nozzle merchandiser lines up like 
an out-and-out box office hit. 


Ingenuity plays a part in the display, 
too — note the illustrations. Six gleaming 
Boston Nozzles stand at attention in a 
modern setting. Six more nestle in the 
storage bin at the back of the display. 


Here is a new and practical sales 
help featuring an old BWH standby — 
the Boston Nozzle that you have sold 
successfully for 40 years. | 








It is a smart merchandising aid for 
every hardware store. It stands without 
support on the counter and is a perpetual 

Be tute To fealute Ws. silent salesman not on your payroll. 
New “Come-Buy” DispLay 
FOR THE Boston NOZZLE Here it is — smart, new and ready 
1939 to take up its counter stand and beckon 
new customers. 


BOSTON WOVEN HOSE & RUBBER COMPANY 
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Take this with you, Son 
and get the same kind 


EPEAT customers are what every merchant wants to build up a steady, 
dependable business. The Bethlehem labels on bolt, nut and washer cartons 
help promote repeat orders. They are bright, attractive and easily remembered. 
Even more important in building repeat business is the quality of Bethlehem 
Bolts. The user remembers the clean-cut, smooth-fitting threads, and the sure 
grip the heads and nuts afford to wrenches. He’ll call for them again. 
Ask your distributor about this attractively packaged line of good bolts. 


BETHLEHEM STEEL COMPANY 
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The IRUE JEMPER Garden Tool Holder 


Made of canada, 6’ x 48” in size, with steel hooks to hold 11 
or more tools. Under each set of hooks is printed the name of the 
tool belonging in that space. Every gardener should have asa min- 
imum the 11 tools shown above a named on the Holder. If he 
does not have them the Holder acts as a constant reminder to buy 
enough tools to fill it. 





* Good selling ideas are worth money. Here is one 
that is complete and ready to go to work for you. 














The 7ZRUE TEMPER Garden Tool Holder 


A metal plate to hold 11 tools that can be quickly 
fastened to the wall with 4 wood screws in garage, barn 
or shed. It keeps tools safe and out of the way. Every 
gardener and every farmer will immediately see 
the great convenience and value which it provides. 


Special Offer 
The TRUE TEMPER Garden Tool Holder is offered 
to the hardware merchants of the nation through jobbers 
handling TRUE TEMPER Tools. The price is but a 
fraction of our actual manufacturing cost, so that you 
can afford to use the Garden Tool Halder as a premium 
to promote your sale of garden supplies and tools. 


Information Free 


Your jobber’s salesman should be able to give you 
all the information about this business builder. If he 
cannot, then send us a post card for complete details. 
Write to: 


THE AMERICAN FORK & HOE COMPANY 


Makers of Essential Tools CLEVELAND, OHIO 


Usual methods of storing tools, illustrated below—sometimes dangerous— 
never convenient—now corrected by the TRUE TEMPER Garden Tool Holder 


Afr TRUE TEMPER (Mra: 





FORKS © RAKES * HOES © SHOVELS © AXES © HATCHETS © HAMMERS © SCYTHES © FISHING RODS AND BAITS © GOLF SHAFTS 
HARDWARE AGE 


24 





ARG 


what 








WARE. 
saute INGE 


Editerial and 
Executive Offices 





Publication Offices 239 West 89th St., 
Chestnut and 56th Sts., 2 : 
Philadelphia, Pa. New York, N. Y. 
Vol. 142 No. 10 Astablished 1855, succeeding and embodying “Hardware” of New York, 


“Stoves and Hardware Reporter,” St. Louis; “The Western Hardware 
Journal,” Omaha; “Iron Age Hardware,” New York Otty; “The Hard- 
ware Reporter,” St. Louis; “Hardware Salesman,” Chicago; “Hardware 
Dealers Magazine,” New York, and “Good Hardware,” New York 





@GBORGE H. GRIFFITHS 
President end General Menage 


RSS. EDITORIAL CONTENTS 
KENNETH A. HEALE NOVEMBER 17, 1938 


GEORGE M. SANGSTER 


RUDOLPH 8. WILD 
ALBERT 3. MANGIN Just Among Ourselves, by Charles J. Heale... . 2 
“Whe Makes It?” Bditer Taking the Mystery Out of Builders’ Hardware, 
i, W. MOFFETT by Adon H. Brownell 30 
CO See Vocational School Trains This Firm's Sales Staff .............. 32 
ecient eames Federal and State Restrictions on Prison-Made Hard Fiber Cord- 
ADON H. BROWNELL dh oki s' seine hd oho caw ee «8 36 
JOHK G. WILCOX Tested Christmas Sales Ideas................ eat . 37 
eae See Bunting Establishes New Branch Store ...... 40 
ADVERTISING REPRESENTATIVES “Gone With the Cash,” by Saunders Norvell......._..... . 4 
a Gene: The Montana Convention...................... . $3 
Hat BLopowrr, 239 W. 39th St The Russell & Erwin Line of Builders’ Hardware... ... ee 
Boerom: Market Potentials and Sales Quotas, by W. C. Hunter . 64 
ee ee er ee oe National Paint, Varnish and Lacquer Convention . 65 
CLEVELAND: ° 
; Resale Price Agreements and Fair Trade Laws, 
WiLL J. Fuppwerr, 709 Unien Bidg., 1836 Euclid Ave 
adil by Miles E. Robertson 68 
L. Vv. RB , 8 ldg. 
saps Ag - Hardware Men’s Hobbies 44 News of the Trade oy 72 
a : "aaa ae a Hardware Facts, by Robert Pil- 0 What's Mow .........6........:- 86 
ae J liana Ae ee e : 
a0 Anemos, Ges Hardware Age Window Displays 48 Coming Conventions and Events 112 
R. J. Brmom, 541 Consolidated Bidg., 607 Se. Hill St How's the Hardware Business.. 50 Hardware Trade Contests .... 113 
Hardware Age Fifty Year Club. 62 “Who Makes It?” 116 


Copyright 1938 by Chilten Cempany (Ine.) 
SUBSCRIPTION PRICR—United States, its pos- 
seesions 


: ome year $1.00. Mewice, Central VER INDEX— 
America, South America, Spain and its AD TISING EX—PAGE 120 
colonies: one year $1.00. Canada $2.00. 
Poreign countries not taking demestic rates 
one gear $23.50. Single copies 15 cents each 

















Publication Offices Editorial and 
Chestnut and 56th Sts.. Owned and Published by CHILTON COMPANY (Incorporated) Executive Offices 
Philadelphia, Pa. 289 West 39th St., 
Officers and Directors New York, N. Y. 


c. &. MUSSELMAN, President FRITZ J. FRANE. Baecutive Vice-Presideni 
Vice-Presidente 
FREDBRIC C. STEVENS JOSEPH 8. HILDRETH GEORGE H. GRIFFITHS BVERIT 8B. TERHUNE 
JOHN BLAIR MOFFETT, Secretary 
P. M. FAHRENDOR? 


mR ARG 


WILLIAM A. BARBER, Treeeurer 
40NN BH. VAN DEVENTER JULIAN CHASE THOMAS L. KANE CHARLES 8. BAUR G. CARROLL BUZBY 


wan 

















Three Outstanding 


UNIVERSAL Items 
For Holiday Trade 





ELECTRIC OVEN 


oven dinner for 8 people. Will do every- 
thing the finest electric range will do 
within its capacity. 

NO SPECIAL WIRING REQUIRED 


b 95 Complete with 
Cooking Equipment 


q CRYSTAL COFFEE MAKERS 
with Glass Filter Rod 
A patented device that allows the coffee 
to come in contact only with glass. It 
eliminates the fabric and metal of usual 
coffee filters, insures a fast | 


$4.95 filtering process and simpli- 


Up fies brewing. 


CLEAN AIR CLEANER ) | 
It cleans, shampoos, sprays, deodorizes, 
demoths, dusts and cleans the air while 
cleaning everywhere. Does a complete 
house cleaning in less time and with less 


before. 


Attachments 


Write us or Your Jobber for full 


information about these New Outstanding Products 


manuracrueeosy LANDERS, FRARY & CLARK 





Broils, Bakes, Roasts—cooks a complete iss 








effort than ever$ 5 9: Complete Eee : 


ry 


é 
i 





NEW BRITAIN, CONN. 
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Informal Editorial Comments 





STORE 
MODERNIZATION :- 


During the past six months we 
are hearing more about more re- 
tail hardware stores being mod- 
ernized than we have heard in a 
similar period for several years. 
This is a very healthy and en- 
couraging sign. It is eloquent evi- 
dence of confidence in the future 
of the retail hardware business for 
those merchants who are modern 
in their appearances and _per- 
formance. A_ noted chain store 
spokesman states that the chain 
stores in this country invested 
$108,000,000 this year for store 
modernization. He complains that 
this is 13 per cent less than the 
1937 investment in chain store re- 
modeling, indicating clearly the 
chain store attitude toward mod- 
ernization and its vital importance 
in retailing stoday. Independent 
retail hardware dealers have sev- 
eral avenues for obtaining com- 
petent help in their modernization 
problems. The manufacturers of 
store fixtures and equipment, more 
than half of the wholesale hard- 
ware firms in the country and 
most of the state retail hardware 
association offices are equipped to 
give advice, furnish blueprints and 
supply the needed equipment all 
specially designed for hardware 
stores. Modern display equip- 
ment not only increases sales but 
also improves store operating ef- 
ficiency, simplifies inventory prob- 
lems, aids in attracting store traf- 
fic and encourages second and 
third sales of related merchandise 
due to the display arrangements. 
\s we approach the expected 
business improvements that 1939 
promises, retail hardware store 
modernization should be a prime 
objective of the entire industry- 
modern stores. well located and 
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properly stocked, will improve the 
retailers’ competitive situation 
greatly and prove a splendid in- 
vestment. 


BUILDERS’ 
HARDWARE :- 


An important part of the Na- 
tional Contract Hardware Asso- 
ciation’s (N.C.H.A.) program for 
improving the distribution of 
builders’ hardware, is the organ- 
ization of local groups, in cities. 
counties and perhaps later by 
states, these local groups, in turn. 
to be affiliated with the N.C.H.A. 
This is certainly a fine way to 
gather strength and to assure more 
widespread advantages in the pro- 
gressive activities of organized 
builders’ hardware distributors. 
In this issue, in the news pages. 
are recorded two important de- 
velopments in this connection. 
One is the formation of a South- 
ern California builders’ hardware 
zroup whose objectives, require- 
ments for membership, etc., dove- 
tail very appropriately with the 
policies of the N.C.H.A. The other 
item announces that N.C.H.A.’s 
executive secretary, J. Harold 
Dumbell, has established for that 
body official and permanent head- 
quarters’ offices at 932 Fulton 
Bldg.. Pittsburgh. Pa.. a most for- 





By CHARLES J. HEALE 
EDITOR, HARDWARE AGE 


ward step in the association’s 
progress. The operations of the 
N.C.H.A. now being Mr Dumbell’s 
full-time job, he will be available 
to help organize other local 
groups. As a foremost founder 
of both the local Pittsburgh club 
and the national body he has am- 
ple experiences to be very useful 
in this part of the program. The 
local clubs are particularly im- 
portant because of their oppor- 
tunity for frequent meetings and 
for reasonably constant intimate 
contact among members. Many 
of the past evils due to uneconom- 
ic operations can be cured through 
the educational programs that 
local groups, aided by N.C.H.A. 
headquarters, can promote. With 
the decidedly encouraging outlook 
for home building in 1939, such 
progress has increased impor- 
tance and desirability. 


WAGE-HOURS LAW :— 


As the situation stands now, 
retailers are not subject to the 
Wages and Hours Law unless 
more than 50 per cent of their 
business is on an interstate basis. 
Few retail hardware stores, unless 
located in a border-line town or 
in a two-state community, are thus 
affected. 
tion of Washington is to widen 


However. the disposi- 
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BALL BEARING 







Nes © © these outstanding and exclu- 


sive new developments in door closer design: 


1. The “Splash Chamber” type gland positively 


prevents leakage—reduces maintenance costs. 


2. By far the sturdiest shaft ever used in a surface 


closer—built for longer life, better service. 


3. A super-efficient spring, which together with 
the friction-free mechanism produces unprece- 
dented power—yet does not make the door 
hard to open. 


These are the things door closer buyers want, so — don’t compete with this newer, better closer — sell it. 


Lockwood Hardware Mfg. Co. 


Divison of Independent Lock Co. Fitchburg, Massachusetts \eya“s 
[LOCKWOOD] 
t Send for our folder describing this new Super-Closer in detail. a 
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the scope of hours and wages leg- 


islation by promoting state hours 


and wages laws that will permit 
few exceptions. As this issue goes 
to press, Secretary of Labor 
Frances Perkins is holding a three- 
day Washington conference (Nov. 
14 to 16, 1938) toward that end. 
As a result of this gathering of 
representatives of state labor de- 
partments and the governors of 
those states, there may be wide- 
spread activity in this direction 
when the state law-making bodies 
convene in January, 1939. With 
today’s pro-labor State and Fed- 
eral administrations strong!y en- 
trenched, there is every likelihood 
of state hours and wages laws 
being passed or at least introduced 
in most states. It behooves all 
business men to watch closely 
these developments in their own 
states and to fight against any in- 
equitable conditions that labor 
lobbyists may promote. The pro- 
labor group will be active and well 
organized in all state capitols and 
unless the employer groups show 
an equal amount of militant inter- 
est and participation, unsatisfac- 
tory laws may be passed in many 
states. 


AUTO LICENSE 
BOLTS :— 


Soon the tithe will be at hand 
when America’s millions of mo- 
torists, truck operators, etc., will 
need 1939 auto license plates. Be- 
cause they are convenient and in- 
expensive, millions of specially 
designed auto license bolts and 
nuts will be sold, four on a card. 
The chain stores think enough of 
their volume and business to give 
entire windows to displaying these 
carded bolts which sell at 10 cents 
to 25 cents per card, depending 
upon the weather resisting finishes 
employed. Not alone are these 
bolt sets profitable but think of 
the millions of people who will 
enter retail stores for this purpose 
and thus be exposed to the many 
other items on display and for 
sale. Just as soon as the Christ- 
mas holiday selling rush is over, 
some part of a window display 
should feature this seasonal item— 
for its own volume possibilities 
and for the store traffic it will de- 
velop. And while we are thinking 
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about the motorists’ market, don’t 
forget anti-freeze, winter-grade 
lubricants, windshield wipers and 
wiper arms, radiator covers, etc. 
These items are always active as 
winter approaches. 


LUBRICANTS :— 


Each year a new <ales volume 
record is made on the distribution 
of motor oil through hardware 
channels. Sold in both the rural 
and city areas, packaged oil in 
two-gallon cans and oil in drums 
for bulk sale have become an in- 
creasingly attractive line for both 
wholesalers and retailers in the 
hardware field. It is a profitable 
line to handle and has the out- 
standing virtue of requiring rea- 
sonably frequent replacement, 
whether used for motor car, truck, 
engine, tractor or marine engine. 
It is an easy department to install 
and operate and with limited floor 
space it can be displayed to ad- 
vantage. A wide line of better- 
known brands, produced by the 
leading companies in the field, is 
available to the hardware trade. 
The hardware store without lubri- 
cating oils is missing a profitable 
line of actively selling merchan- 
dise with more frequent replace- 
ment than any other line in the 
store. 


CO-OP SUPPORT :- 


An Ohio hardware dealer sends 
us a bulletin from one of his 
local churches. An important part 
of the message is a request for 
more money contributions to help 
carry on the good work of this 
church. The bulletin is sent reg- 
ularly, not alone to the members 
of that church and its prospective 
members, but also to local busi- 
ness houses, including all retail 
merchants regardless of faith or 
church affiliation. On the back 
page of the bulletin is the church 
program for the coming week. 
Second only to the coming ser- 
vices on the next Sunday and the 
need for a special choir rehearsal, 
is the following: “Thursday eve- 
ning at 7.30 in the school, the 
young people will meet. On the 
first part of the program Rev. 
Blank will speak on the coopera- 
tive movement.” This Ohio dealer 
tells us the co-op movement is 


growing in his territory and that 
this particular church and several 
others in the county have been 
boosting the movement constantly. 
Probably the churches in your own 
community are doing the same, yet 
it hardly seems appropriate or a 
part of a church program to enter 
into competitive methods of dis- 
tribution and to favor one form 
against another. It would be no 
more amiss for churches to boost 
chain stores or the mail order 
house systems, all the time an- 
ticipating financial support from 
those retail merchants, their em- 
ployees and families who suffer 
from such competition. Says this 
Ohio dealer in closing: “The 
Consumer Cooperative movement 
boosted by this church has taken 
hold out here in the sticks and is 
affecting our business. Maybe 
when our church dues fall due, 
we can cut them according to our 
relative volume of business. We 
are no Chamberlains.” This is 
something for retailers to consider 
and watch. 


PATMAN CHAIN 
STORE LAW:-— 


It was to be expected that the 
well-organized larger chain store 
operators would fight the passage 
of Representative Patman’s pro- 
posed anti-chain store law, but it 
was a surprise to have the Amer- 
ican Federation of Labor oppose 
this measure and pledge its 
strength in the fight to defeat it. 
The most articulate opponent to 
this measure is the well-known 
Great A & P with its paid adver- 
tising appealing for public sup- 
port to defeat the anti-chain store 
law. Recently the majority of 
large food chains, of which A & P 
is probably the largest, have made 
peace with the A.F.L. and have 
agreed, it is reported, to permit 
A.F.L. to organize food chain 
store clerks into a union affiliate. 
Then shortly after came the 
A.F.L.’s support in fighting Mr. 
Patman’s new legal curb on 
chains. These developments may 
be purely coincidental, as is 
claimed by participants. But, in 
my memory, there is no previous 
pro-chain store attitude from or- 
ganized labor and so I naturally 
wonder if there was a meeting of 

(Continued on page 96) 
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Chapter 38—Advanced Course 


Master-Keying Problems 


5 promised in the last chapter. 
Aw now take up a most 
fascinating subject — mas- 
ter-keying. To me the keying 
problem on every public building 
is one of delight and interest. 
Working out the advan- 
tageous keying arrangement for 
the owner is one of the most dis- 
tinctive services rendered by a 
hardware engineer. Making the 
system as simple as possible in 
order to give the owner the proper 
control should, I think, be first 
emphasized in our chapter on this 
subject. 

Contrary to the understanding 
of many, master-keying a_ lock 
does not give it additional secur- 
ity. It works out just to the con- 
trary. The individual security of 
each lock is not as secure against 
possible key interchange or un- 
authorized entry by picking as a 
lock that is not set to a master 
key. 

Keep the above statement of 
fact in mind. The impaired se- 
curity is an inherent weakness in 
any master-keyed lock regardless 
of the manufacturer. Therefore. 
as I suggested earlier in this chap- 
ter, make your master key re- 
quirements as simplified as pos- 
sible, even to the extent of dividing 
a complicated system in two where 
owner will permit it, controlled 
by two different master or grand- 
master key systems. 

We shall consider first the mas- 
ter keying of cylinder locks. In 


most 
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the Elementary Course you may 
remember I went to some detail 
to suggest keying locks alike for 
exterior doors of the modest home. 

Keying alike does not add to 
the cost. It means that there is 
only one chance in about 100,000 
locks of the same manufacturer 
and keyway of having duplication. 
So manufacturers usually say, 
“changes practically unlimited.” 
Then the third reason is that the 
security is greater as explained 
above. 

In a six-tumbler cylinder the 
last tumbler acts as a guard and 
rest on the end of the key. There 
are five cuttings on the key to 
engage the tumblers or bearings 
of the cylinder itself. 

Perhaps you can more quickly 
grasp what I am driving at by 
stating if a cylinder had only one 
bitting in the key, there would be 
only seven different changes pos- 
sible, this being made by the 
depth of the cut in the key. 


Key Change Possibilities 


Watch how this key change pos- 
sibility grows with five bittings. 
With 1 bitting key you would have 

7 changes. 

With 2 bitting key you would have 

19 changes. 

With 3 bitting key you would have 

343 changes. 

With 4 bitting key you would have 

2401 changes. 
With 5 hitting kev 

16,807 changes. 


vou would have 


You can readily see how the 
changes are practically unlimited. 

In the accompanying chart you 
will notice that 100,000 changes 
are possible for one complete sys- 
tem. 

Master-keying, grand-master- 
keying, and  great-grand-master- 
keying are accomplished by what 
is commonly known as splitting 
the pins. This is the reason for 
the inherent weakness of any 
master keyed lock, regardless of 
manufacturer. 

The more intricate the system 
the more the splitting of pins is 
necessary. A master keyed lock 
is less secure than a lock set to 
a change key only. A grand mas- 
ter-keyed lock is less secure than 
a master-keyed lock, and a great- 
grand-master-keyed lock is less 
secure than a grand-master-keyed 
lock. Have I made that plain? 

These keying systems are neces- 
sary though and are desirable in 
most every kind of public build- 
ing. 

Where there is a single build- 
ing, a comparatively simple mas- 
ter key system may be worked 
oul. 

Take an apartment building, for 
example. Here the Maison system 
is used whereby every apartment 
entrance door is keyed differently. 
but all apartment entrance doors 
operate the main entrance door to 
the building. The manufacturer 
leaves out the last two or three 
tumblers of the cylinder on the 
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main entrance door to the build- 
ing and thereby does not lose the 
security of the locks to the indi- 
vidual apartments. However. most 
managers of apartments insist on 
master-keyed locks even though 
the Maison system is in use, so 
they can enter the individual 
apartment in case of trouble, such 
as to the plumbing or fire or to 
show the apartment. 

There may be 100 apartments 
and certainly he does not want to 
carry 100 different keys. Always 
remember to add for the cost of 
master-keying for every 
cylinder that is master-keyed costs 
extra. If there are two cylinders 
in one lock, you must add _ the 
cost of master keying both cyl- 
inders. 


single 





Then there is perhaps a_ big 
plant. One of the most interesting 
grand-master-keyed jobs I ever 
worked out was a number of years 
ago for the Kelly-Springfield Tire 
Co. plant at Cumberland, Md. 

The office building had to be 
master-keyed separately from the 
factory. The factory had separate 
divisions which had to have sepa- 
rate master keys, as one group of 
sub-officials were not allowed keys 
to any other part of the plant than 
the one in which they had control. 

Each of these different groups 
had different master-key systems, 
but the high officials who wanted 
to go into any part of the office or 
factory required a grand-master- 
key which permitted them to enter 
any lock in any building at any 
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This chart shows how 100,000 doors could be controlled with a single 
key, the maximum practical number of changes in a master key system. 


NOVEMBER 17, 1938 


HARDWARE 





time. 
key system. 


This was a grand-maste1 
Grand-master-keyed cylinders 
take a higher extra cost than a 
master-keyed cylinder. Don’t for- 
get to figure that cost when you 
figure the job. 

There is nothing more different 
or strange about the Kelly-Spring 
field plant than will be found in 
thousands of plants throughout the 
country. I use these personal ex- 
periences merely to illustrate the 
problem. 

The Cleveland Terminal Towe: 
Buildings at Cleveland, on which 
| had the privilege to have some 
small illustrates the 
great-grand-master keying system. 
It was the most intricate key ar- 
rangement I have ever been per- 
mitted to know about. 


part, also 


The Terminal itself is 52 storie= 
high. The Medical Arts Building. 
The Midland Bank Building, Th 
Builders’ Exchange Building, the 
Higbee Store, etc. All of these 
buildings with thousands of lock+ 
installed are tied together with 
their individual keys for each 
lock. There are master keys fo: 
the various floors of each building 
Each building is grand-master- 
keyed, and finally there is a great- 
grand-master key system for th: 
entire group of buildings per. 
mitting the owners to enter any 
door of any building of the entire 
group. 

Few students of this course will! 
have any opportunity to serve 
such an_ installation for such 
groups of buildings, but it is in 
teresting to know as our chart 
pictures it, that it is possible to 
have 100,000 locks with 50 dif- 
ferent master-key systems, 2() 
grand-master-key systems, all tied 
up to one little great-grand-maste: 
key that will open all 100.000 
locks. 

Keying for hotels is a story in 


(Continued on page 84) 
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Vocational School Trains 





ONG before vocational schools 
J restnet federal and state 
aid to extend their services 
to help businesses solve merchan- 
dising and service problems, the 
J. J. Stangel Hardware Co., retail 
and wholesale hardware firm of 
Manitowoc, Wis., wanted to give 
its entire store and sales staff ade- 
quate training in selling. 

Officials of this firm had held 
store employee meetings from time 
to time, in which merchandising 
problems were stressed, but they 
knew that their employees would 
derive more benefit from a regular 
salesmanship and merchandising 
course, preferably conducted by 
someone trained in retail merchan- 
dising practices who was not em- 
ployed by the store. 

In 1933, when the Manitowoc 
Vocational School extended its 
service in order to assist business 
firms with these merchandising 
problems, the J. J. Stangel Co. was 
quick to make application for a 
competent vocational school in- 
structor to handle a course for its 
employees. This instructor was 
more in the nature of a class 
leader; he presided over these 
merchandising conferences, trying 
to give each employee an oppor- 
tunity to participate in the work 
and to help in the formulation of 
the policies of the store. 
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Meetings are held every Wed- 
nesday night for one hour, from 
September until May, and the 
Stangel store has found them 
decidedly worth while, in that they 
have helped increase the selling 
effectiveness of the entire store 
staff. The 1933-1934 conferences 
were received so enthusiastically 
that another series was scheduled 
for 1935-1936; still another will 
be held during 1938-1939. 

This fine work, of course, en- 
tails no expense so far as the 
Stangel Co. is concerned, thanks 
to the vocational school setup, the 
George-Deen law, plus the en- 
abling act, the George-Ellzey law. 
The vocational schools do not 
force any business firm to take 
such courses in merchandising. 
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INCORRECT—An irate customer has 
a clerk on the phone and the clerk‘s 
anger is evident to the customer. 
Little chance for adjustment here. 





Arthur G. Stangel (seated) 
and Harvey J. Stangel 
inspect the salesmanship 
conference book. 


but they are more than willing to 
aid any firm making application 
for training in such work. 

Arthur G. Stangel, vice-presi- 
dent, and Harvey J. Stangel, secre- 
tary and treasurer, who manage 
this business, are keenly interested 
in better store management and 
merchandising, and feel that their 
firm has gained greatly as a result 
of these courses. The evidence of 
better training is clearly discerni- 
ble in the Stangel firm’s retail and 
wholesale departments, as well as 
in the special auto supplies and 
mill supplies sections. 

Most of the salemanship con- 
ferences have been held in the 
large builders’ hardware room at 
the Stangel store although a few 
were held at the Manitowoc Vo- 
cational School. E. J. Waterman 
was the conference leader for the 
1933-1934 conferences and M. W. 
Brose the leader for the 1935-1936 
series. Both are competent mer- 
chandising experts. Their broad 
general experiences in the mer- 





CORRECT — Another customer 
speaks to the clerk. The clerk can 
take it and his pleasant manner 
helps to smooth the patron's feelings. 
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This Firm's Sales Staff 


Conferences on salesmanship supervised by 
Manitowoc, Wis., Vocational School under 
terms of George-Deen Law add to efficiency 
of employees of J. J. Stangel Hardware Co. 





INCORRECT—This appliance sales- 
man slouches against the refrigera- 
tor, does not offer the customer a 
seat and indicates indifference. 


chandising field have helped the 
Stangel organization take up and 
solve many merchandising prob- 
lems peculiar to a hardware esta- 
blishment. 

So far as is known, the J. J. 
Stangel Hardware Co. is the only 
hardware firm in the country 
which has availed itself of the ex- 
tensive training available through 
the vocational school system. Be- 
cause of the intense interest of the 
firm in this work, and the large 
number of employees willing to 
attend, it was possible for the 
firm to arrange a special course 
of one hour, instead of attending 
general merchandising classes 
open to employees of all retail 
concerns. Specialized courses, 
such as that received by the 
Stangel firm, are of more benefit 
than general conferences for all 
retail groups, because a great 
many specific problems relating to 
the hardware field can be taken 
up and solved. 

About a year ago, the firm re- 
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CORRECT—The customer is seated 
and the salesman’s position shows 
that he is interested in his work. It's 
a good advertisement for the firm. 


modeled its entire retail store 
along modern lines and many of 
the ideas brought up in the sales- 
manship conferences were incor- 
porated in the new store and have 
proved beneficial. 

In inaugurating this course 
back in 1933, A. L. Nimtz, director 
of the Manitowoc Vocational 
School, said: 

“During recent times all fields 
of employment have been subject 
to sweeping economic and social 
changes, which have caused cor- 
responding shifts in the demands 
and responsibilities of both em- 
ployers and employees. 

“This is especially true in mer- 
cantile lines where complex em- 
ployment problems constantly 
arise. Today more than ever be- 
fore, employers and employees, in 
order to be successful, are faced 
with economic pressure for effi- 
ciency. This pressure starts with 
the employer, and is exercised by 
his competitors in the same line 
of business. They seek to win trade 


by better goods or the same quality 
of goods at a lower price, or by bet- 
ter service to customers. 

“In meeting this never-ending 
competition, the employer con- 
stantly faces new conditions as to 
quality, price, or service. Since 
his competitors usually have ac- 
cess to the same labor saving equip- 
ment manufacturing processes, and 
distribution factors, his chance of 
winning in the struggle for cus- 
tomers, and in the struggle to hold 
customers depends largely, if not 
entirely, on his labor force, from 
manager or superintendent to the 
most ordinary day employee. 

“Consequently, now more than 
ever before, we realize the import- 
ance of the human element in the 
success or failure of any commer- 
cial enterprise. The degree of suc- 
cess will depend upon how efficient, 
wide awake, and trained its per- 
sonnel is. High pressure salesman- 
ship, unfair practices or inferior 
merchandise will not secure nor 





The Stangel telephone operator 
smiles as she answers the phone 
and her attitude, discernible in 
her voice, pleases the prospect. 
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hold a long list of satisfied cus- 
tomers. 

“The Vocational School, always 
anxious to be of service to the pub- 
lic, has evolved a conference dis- 
cussion method of teaching sales- 
manship. This is an asset 
indispensable to any mercantile 
establishment. 

“In offering this organized sales 
training course to the Stangel 
Hardware Company, we hope that 
the entire personnel has become 
imbued with the idea of its respon- 
sibility to the public, themselves 
and their employers. 

“If at any time the Vocational 
School can be of added service to 
your company, we shall deem it 
a pleasure to do anything in om 
power. 


Topics Discussed 


During the 1933-1934 course 
the following topics were taken 
up during the school year: 
1—Customer traits. 
2—Types of customers. 
3-—Steps of the sale. 
tAchievment of the five steps of 
the sale. 
5—Knowledge of merchandise. 
6—Selling points of a specifi 
item. 
7—-Sales objections of that item. 
8-—-Meeting objections. 
9—-Causes for lost sales. 
10-—Shoplifters. 
11~-Fake currency. 
12—Suggestive selling. 
13—-What every salesman should 
know about anything new. 
14-Sales slips. 
15--Telephone selling. 

16 to 25-—Selling points of various 
lines. 

The subjects taken up during 
the 1935-1936 conferences included 
the following: 
1-—Courtesy. 


2—-Fire prevention. 
4-—Sales consciousness. 
1--Store appearance and arrange 
ment. Personal appearance. 
5—Discussion of a well known 
calsomine. 

6—Rules in making charges. 


Installment selling. 


}.Developing a stock sheet. 
9—Guns and ammunition. 
10—Salesmanship pointers. 

11 Method of handling salesmen. 
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Handling customers through the 
office. 

12—Telephone demonstrations. 
13—Rules in making sale slips. 
14-The average sale and what it 
shows. 

15—How we can _ increase the 
average sale. 

16—Sales meeting on a popular 
refrigerator. 

17—Stock turn and closeouts. 
18—Losses due to slow stock turn. 
19—Stock turn in retail businesses. 
20—Sales record for week, March 
2-7. 

21—Sales demonstrations. 

In order to get in close touch 
with actual problems, M. W. Brose. 
the 1935-1936 conference leader. 
spent a great deal of time in the 
Stangel store as a sales clerk, work- 
ing with the other salesmen. He 
also conducted a survey among the 
group of Stangel customers, asking 
them what they liked and didn’t 
like about Stangel products and 
service. In this way he obtained 
material for many of the subjects 
under discussion. 


While some of the problems 
taken up applied to all retail busi- 
nesses in general, many problems 
were peculiar to the Stangel setup. 
General knowledge of general sell- 
ing principles and problems, how- 
ever, helped the conference leader 
and the Stangel employees to solve 
specific hardware store problems. 

In the 1933-1934 conferences. 
the leader and the Stangel em- 
ployees made up a list of the types 
of customers who bought at the 
store. The Stangel staff discussed 
all these types of customers, as well 
as the best way to sell and service 
them so as to make them repeat 
customers. 


Steps in Selling 


Steps in selling included expla- 
nations of the approach, interesting 
the customer, getting confidence. 
desire to own and closing the sale. 
In commenting on closing the sale. 
the conference leader said, “Many 
a sale is lost because the sales- 
person has not recognized the im- 
portance of the method of selling. 
It is the study of the steps of the 
sale that makes the salesperson 
conscious of the mental phases 
that make up every selling trans- 
action. It also trains him in direct- 


ing mental operations toward the 
closing of successful sales. 

“In closing a sale ask about 
former merchandise; learn 
whether it is cash or charge, get 
name and address, make out a sales 
slip, give delivery service time. 
suggest other merchandise, wrap 
parcels neatly, invite the customer 
to call again, and thank him for 
the purchase.” 

Salespeople were also urged to 
vo through boxes and shelves in 
their spare time in order to get 
acquainted with stock, which will 
help when customers ask the sizes, 
colors, materials, etc. They were 
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Stangel clerk makes out sales slip 
correctly, in full view of customer 
and gives him a duplicate. This is 
a point stressed in conferences 
attended by the Stangel employees. 





also urged to use a_ pleasing. 
moderately persuasive tone of 
voice in dealing with customers. 
rather than an abrupt argumenta- 
tive one. 

Causes of lost sales received con- 
siderable attention at the confer- 
ences, the following reasons being 
listed : 

Lack of stock control. 

Lack of merchandise knowledge. 
Failure to use selling values. 

Poor approach. 

Lack of personal interest on part 
of salesman. 

Failure to arouse interest of the 
customer. 

Failure to watch customer’s re- 
action. 

Talking too long. 

Lack of self-confidence. 

Failure to co-operate or receive 
cooperation from other _ sales- 
people. 

Failure to suggest. 

Lack of interest in customer s 
needs. 
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Failure to close sale at correct 
time. 

In commenting on_ selling 
through suggestion, the conference 
leader said: “The profits of any 
business may be increased if the 
average sale of the firm is in- 
creased. This is true because the 
operating expenses do not in- 
crease in proportion to an increase 
in the average sale. 

“Selling through suggestion 
should be considered not only as 
a medium through which profits 
may be increased, but as a form 
of service. Many times the buyer 
will overlook new merchandise or 








This customer entered the store 
propelling a squeaky go-cart. 
The clerk oiled it before trying 
to find out what she wanted. The 
package she holds tells the story. 





specials if the salesperson does not 
suggest them. 

“Suggestive selling was dis- 
cussed by the Stangel group quite 
extensively and we decided that 
there were three factors that 
should go with successful sugges- 
tive selling. These were knowledge 
of the merchandise in their own 
department, the merchandise sold 
in the store and how to size up 
customers. 

“Such selling previous to the 
conference seemed to be limited to 
the sale of additional merchandise 
that might ‘go with’ the original 
sale. The group decided that sug- 
gestive selling was effective when 
used as an approach; in securing 
action after desire has been cre- 
ated; when a customer is a tran- 
sient or is to become one (going 
on vacations) and immediate ac- 
tion is desired; when merchandise 
is known to the customer but the 
sale depends upon adaptation to 
the customer’s needs. 
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“The group decided that care 
should be used in the way sug- 
gestions were worded so that the 
customer could not ignore them. 

“The group decided it would be 
a good idea to make use of the 
seasons of the year and call at- 
tention of all customers to the 
Stangel specials. It was decided 
that through suggestive selling 
tactfully made, the desire to serve 
on the part of the salesperson 
would be brought to the customer’s 
attention, and in that way build 
good will for the Stangel Co.” 

A chart showing factors to con- 
sider in suggestive selling was 
made up as follows: 


Related articles. 

Ability to size up customer. 
Seasonable articles. 

Window display. 

Knowing when and what to sub- 
stitute. 

Needs of the customer at the time 
of sale. 

Future needs of customer. 
Number of articles to suggest. 
What terms to use in suggesting 
so customer will give some thought 
to the article. 

Use of counter display. 

Store specials. 

Use of suggestions as an approach. 


Telephone service and selling 
occupied a great deal of time in 
the conferences, for everyone real- 
ized that a telephone is a silent 
salesman. The differences between 
the telephone sale and the floor 
sale were taken up by the group, 
together with what the salesmen 
should know and do, and the ways 
and means of increasing the order 
that is taken over the telephone. 
The group worked up a chart of 
factors to be remembered in mak- 
ing a telephone sale as follows: 


Telephone ‘“Musts” 


Answer promptly. 
Personality of the salesperson 
answering the phone. 
Customer is unseen. 
How to size up customers by their 
tone of voice. 
Must have a complete knowledge 
of the merchandise sold by the 
Stangel Company (in the depart- 
ment where working). 
Close of the sale. 

Factors affecting the personality 
showing of the telephone sales- 


person answering were given as 
follows: 

Give prompt attention to phone 
ring. 

Know how to describe merchan- 
dise that he is talking about. 
Correct answering of phone (as 
to name of department). 

Be careful of the tone of voice 
used. 

Have a “voice with a smile.” 
Speak into the transmitter. 
Meet objections with selling val- 
ues. 

Always excuse self to a customer 
in the store when answering phone. 
Know the times when the delivery 
truck leaves the store and inform 
the customer of the time. 

If unable to handle the sale. call 
aid at once. 

Always be courteous. 


Amplifier Used 


4 special telephone setup al 
the Vocational School was used. 
and the entire class could hear 
through amplification what a cus- 
tomer said to a special clerk and 
what the clerk said to the customer. 
This proved to be extremely prof- 
itable. 

In a survey of forms used in 
answering telephones in various 
departments, it was found that 
some employees were repeating 
the Stangel firm name, when there 
was no occasion to do so. Time 
was saved by working out ideal 
forms for each department. 

The importance of stock turn 
was also explained to employees. 
to give them a knowledge of the 
necessity of turning such stock 
often to bring profit. Reasons for 
slow stock turn were also ex- 
plained. 

Considerable attention was given 
to the duties of a delivery depart- 
ment, with employees drawing up 
a list of duties as follows: 
Operator of truck should be con- 
sidered an outside representative 

(a) service. (b) sales. 

Report all complaints of customer. 
Report new buildings and newly 
rented houses. 

Suggest specials to housewife. 
Co-operate with police in making 
traffic safe. 

Drive with care near all schools. 
Park truck on right side of street. 


(Continued on page 101) 
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Federal and State Restrictions 


On the Sale of Prison-Made 
Hard Fiber Cordage and Twine 


HE Ashurst-Summers Act—1: forbids shipment of prison goods to any State where it is in- 
tended to be disposed of in violation of State laws and—2: requires all containers of prison 
goods to be labeled before shipment regardless of destination. 





States where open market sale of prison-made goods in competition with 
Da the products of free labor is a violation of State law: 
Exceptions: 











Note 1—Michigan permits sale of “binder twine, rope and cordage used 
in agricultural production.” 

Note 2—Nebraska permits sale of “farm supplies; machinery and equip- 
ment.” 

Note 3—Kansas permits sale of “twine.” 

Note 4—Oklahoma permits sale of prison products to “non-profit asso- 
ciations of this State” when such products are “used solely by its members 
and not obtained for the purpose of resale.” 


In Maine and Indiana sale of prison products, entering either of these 
States from other States, is a violation of the law, but neither State prohibits 
the open market sale of its own prison products. 


Prison products when sold in these States must be labeled to show name 
of prison where made. 








The Committee on Prison Competition 0} Cordage Institute 
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Tested Christmas 





sales Ideas 


Others Have Used Them to Advantage. 
Why Not Try Them in Your Own Store? 


Window Unveiling 


In Columbus, Neb., a merchant 
worked interest in his Christmas 
windows to fever pitch. He an- 
nounced that Santa Claus would 
be present at a certain time to 
draw back the curtains and show 
the many items he had deposited 
with the store for delivery on 
Christmas eve. After the cere- 
monies pop corn was distributed 
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to the kiddies and the store re- 
mained open for several hours. 
This was done several weeks in 
advance of the Christmas holi- 
days. Fast moving items were 
given front position in the win- 
dow which remained with the cur- 
tains drawn for two days previous 
to the unveiling. 


* * * 


Live Flashlight 


Boys are more inclined to de- 
sire a flashlight for Christmas if 
they can see it in action. Realiz- 
ing this fact, a Montana hardware 
dealer arranged a Christmas win- 
dow display of flashlights and had 
one of them connected so that it 
could be made to shine by press- 
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ing a button on the outside. It 
cost the dealer several sets of bat- 
teries, for the kiddies swarmed 
about the window and pressed the 
button continually. However, in 
comparing his flashlight sales for 
that Christmas season with the 
previous year, he found they were 
100 per cent greater. 


* * * 


Santa on a Bicycle 


Unusual interest was attracted 
to the bicycle window display 
maintained last Christmas by a 
Missouri hardware dealer. He en- 
gaged two older boys to work in 
shifts. Dressed in Santa Claus 
costumes, they took turns in 
mounting the bike in the window 
and pedaling it as they waved a 
welcome greeting. The bicycle 
was elevated on the stand so that 
the rear wheel was free from the 
floor and could be freely spun. 
The merchant reported that he 
sold more bicycles for Christmas 


























than he had done for any previous 
Yuletide and attributed a good 
share of credit for this record to 
his display. 


Stick Candy 


A hardware merchant in a small 
Indiana town had all of the local 
children begging their mothers 
and fathers to make Christmas 
purchases in his store. To all of 
them accompanied by either one 








of their parents he presented a 
piece of stick candy with his com- 
pliments. The sweets cost him less 
than a half cent each but paid tre- 
mendous dividends. Parents ap- 
preciated his thoughtfulness and 
the good will he built during the 
holidays served him long after 
Christmas had run its course. 


*% * % 


Local Hookup 


Kenosha, Wis., and Waukegan, 
Ill., merchants each year cooper- 
ate in furnishing Christmas music 
for shoppers. Instead of playing 
the usual commercial phonograph 
records over a loud speaking sys- 
tem, hookups are made with local 
schools and churches. Organ music 
and choir singing are featured. 
Those who have local talent are 
also invited to give renditions 
over the system. The idea creates 
a spirit of community pride and 
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induces shoppers to patronize 
their home stores. Hardware mer- 
chants in these towns are active 
supporters of the program which 
has been used successfully for 
years. 


Treasure Hunt 


In Michigan, where the snow 
heaps high during the Christmas 
season, a hardware merchant last 
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year created a friendly riot in his 
town and drummed up real busi- 
ness for his store by holding a 
winter treasure hunt one week be- 
fore Christmas. He took 25 mer- 
chandise items from his store and 
buried them in a field near by. At 
a given signal the youngsters were 
allowed to charge into the roped- 
off arena and paw furiously in the 
snow for the treasure gifts. The 
prizes included flashlights, pocket 
knives, footballs, etc. All of the 
gifts were well wrapped to pre- 
vent injuries in the mad scramble. 
The publicity resulting in the 
local paper and the word-of- 
mouth advertising of the town’s 


youngsters gave impetus to the 


store’s trade and labeled the dealer 
as a real “Santa Claus.” 


* * * 


Santa Beckons 


While it wouldn't be exactly 
ethical for a business man to stand 
outside his store and motion for 





yarage mechanic to build him a 
contrivance for the Christmas 
shopping season. When completed 
it was a model of Santa Claus so 
constructed that an electric motor 
could be attached to it to make it 
move. The jovial robot bowed 
and motioned in the direction of 
the doorway with its hand. Polite 
Santa attracted all who passed and 
many succumbed to his kindly in- 
vitation to enter the store. And 
once inside, few departed without 
making some sort of purchase. At 
night the mechanical Santa Claus 
was set up in the display window. 


x * 


Grab Bag 


Instead of giving a discount to 
all persons who made cash Christ- 
mas purchases at his store a Cali- 
fornia hardware merchant devised 
the idea of giving them a present 
in merchandise. Near the entrance 
of the store, and presided over by 
one of the clerks, he placed a 
large open box decorated in Yule- 
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customers to come in there is 
nothing objectionable about hav- 
ing a Santa Claus do it. So rea- 
soned a West Virginia hardware 
dealer who arranged with his local 


38 


tide colors. Every customer who 
made a purchase of $5.00 or more 
was entitled to select a gift from 
the many wrapped packages in 
the box. If the purchase was 
$10.00, two gifts cowld be taken, 
etc. The merchandise presents 
ranged from 15 to 25 cents in 
value and were selected from the 
dealer’s stock. The idea really in- 
duced additional purchases, for if 
the customer’s sales slip showed 
$4.10, for instance, he or she 
would often buy an additional 
item to bring the amount to $5.00 
so a gift could be selected. 


* * * 


Pick the Twins 


The crowd that stood shivering 
in the cold in front of a northern 
Wisconsin hardware merchant's 
store last year was so interested 
in studying the Christmas window 
that it forgot all about the zero 


weather. What intrigued all in 
the group was a large sign read- 
ing, “Find Two Identical Pieces 
of Merchandise in This Window 
and Come in for a Free Gift.” 
There were more than 100 items 
on display of the smaller variety. 
It required close scrutiny and a 
detective eye to spot those which 
were really identical, since some 
of the packaged goods carried the 
same trade mark but varied in 
size. Occasionally one of the 
group would shout “I have it” 
and dash into the store but was 
often forced to return for further 
sleuthing when the dealer proved 
he had been mistaken. Enough 
winners were acclaimed, however. 
to make the contest interesting. 
In order to avoid a “run” the 
dealer frequently changed the 
identical items during the course 
of an evening by darkening the 
window and then turning on the 
lights. The idea proved especially 
appropriate for Christmas when 
he wanted to call the attention of 
the town and country folks to the 
many suitable gifts which he had 
to offer. 


Window Effect 


A Christmas color effect and 
action which attracted attention 
was achieved by a New Jersey 
hardware retailer who had a series 
of electric bulbs installed in his 
display windows. The arrange- 
ment was such that lights would 
flash intermittently red and green. 
Merchandise thus appeared in 
different lights and had more ap- 
peal than if viewed under a white 
light alone. 


Bargains Under Tree 


A large number of odds and 
ends were moved by a Pennsylva- 
nia hardware dealer who deco- 
rated a large Christmas tree and 
stood it on a counter. Under the 
tree he scattered numerous items 
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to retail at 98 cents. These in- 
cluded suitable gifts for all mem- 
bers of the family. The idea of 
having the merchandise under a 
tree gave it the appearance of 
being in the home on Christmas 
morning and created an addi- 
tional urge to buy. In this way 
much old stock which had been 
burdening the shelves as well as 
faster moving items which were 
thrown in were disposed of and 
turned into profits. The tree was 
attractively decorated and lighted. 


* * * 


Santa Post Office 


Near the main entrance of his 
store an Illinois hardware dealer 
placed a large wooden box last 
year. Above it appeared a sign 
reading, “Kiddies—Drop Your 
Letters to Santa Claus Here. They 
Will Be Delivered in Time for 
Christmas.” Each day the hope- 


ful missives were removed and 





posted on a large bulletin board 
in the store. The object of the 
idea was to get parents to read 
and discover what their children 
wanted. Since many “suppressed 
desires” were items that could be 
purchased at the store, a decided 
increase in sales was chalked up. 
And Santa Claus really brought 
the kiddies what they wanted. 


* * % 


Barrel of Fun 


Fun for the poor and sick is 
provided each Christmas by a 
hardware merchant in a_ small 
Minnesota town. He invites cus- 
tomers to deposit old toys in a 
large barrel which he provides 
for the purpose inside the store. 
and just before Christmas enlists 
one of his employees to act as 
Santa Claus and distribute the 
gifts. Several odds and ends are 
also contributed by the hardware 
man himself so that there will be 
some new among the old presents. 
The stunt has served to build an 
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immeasurable amount of good will 
and customers are more than glad 
to cooperate in suggesting names 
of poor children who would ap- 
preciate the gifts. 


* * * 


Snow Scene 


Seasonal reality was lent to 
Christmas displays by an Iowa 
hardware merchant. He emptied 
a bag of feathers in the window 
and started an electric fan. The 
swirling feathers gave the appear- 
ance of snow and in no way 
harmed the merchandise on ex- 
hibit. Items were changed at reg- 
ular intervals to give the full ef- 
fect of the animated display to a 
wide range of merchandise. This 
idea attracted crowds of passersby 
and showed a decided effect on 
the volume of the dealer’s Christ- 
mas sales. 


Roaster Appeal 

During a three-day sale on elec- 
tric roasters held several weeks 
previous to Christmas by a North 





Dakota dealer, hot instead of cold 
turkey was talked to prospective 
customers. He arranged to have 
his wife come to the store early 
and put a gobbler with all of the 
trimmings into the roaster she 
used in her home which was of 
the same type merchandised by 
the store. The tasty fowl was kept 
warm all day and as her husband 





or a store clerk explained the 
merits of cooking in modern fash- 
ion, Mrs. Hardware Dealer sliced 
off a piece of turkey, handed it to 
the customers and let them sample 
it. Few could resist the idea of 
having a bird prepared so de- 
liciously on Christmas day and 
the ingenious hardware man es- 
tablished for himself a new record 
in roaster sales for the year. 





And Here's an Untested Idea! 
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I want two signs for the holiday season. “A Merry Christ- 
mas to our Cash Customers,” and “A Prosperous New 
Year to our Credit Customers.” 
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Bunting Establishes New 





Modern throughout, the new branch store of Bunting Hardware Co., Kansas 
City, Mo., at 1014 Grand Ave., necessarily has an up-to-date store front, with 
even the lettering of store name and lines featured in the modern manner. 
Protruding signs are prohibited by city law so the “relief type lettering” of 
the name “Buntings” is used to attract attention both in daylight and when 
electrically illuminated at night 





This is what you see when you enter the front door of Bunting’s new branch 
store. Each display section has an identifying legend to attract interest, save 
time in locating goods and to remind customers of the wide variety of mer- 
chandise offered. At the left, in the foreground you can just see the covered 
balustrade that guards the stairs to the hardware basement. Beyond that is 
a small store office, telephones and the highly important “place to pay bills.” 
The stairway itself is utilized for further display of seasonal goods and special 
items that have color and thus lend themselves to this treatment. All goods 
are easily seen, clearly price-marked and well arranged with related goods 
together. This part of the store features goods of interest to women buyers 
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Kansas City, Mo., hardware 
firm places ultra modern 
store next door to lead- 
ing department store in 
heavy street traffic area 
four blocks from main 
store and makes it pay 


City, Mo., main shopping dis- 
trict Bunting Hardware Co. 
has established its third branch 
store. Directly next door to the 
large Emery-Bird-Thayer depart- 
ment store, this new branch is 
well located in a heavy sidewalk 
traffic area and among smart mod- 
ern shops of all kinds. There are 
many people shopping in this part 
of the city and there is, therefore, 
a maximum of competition to at- 
tract attention, plus the need to 
justify that attention when ob- 
tained and to render the kind of 
service that encourages return 
visits. Added to the foregoing 
must be the variety of the right 
kind of saleable goods, properly 
and plainly priced, well displayed 
and with related goods grouped at- 
tractively together to create sec- 
ond and third sales from the same 
customer. Neatness and cleanli- 
ness and adequate lighting are, of 
course, obvious needs. To sum it 
all up, such a location demands a 
thoroughly modern store or the 
results attained will not permit 
the high rental. Realizing fully 
all of these factors, Bunting estab- 
lished this new branch store last 
summer and officially opened the 
doors Sept. 1, 1938. 
Interest in the official opening 
of the new store was increased by 
large newspaper advertising, plac- 
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ards in the main store and other 
two branches (at 462814 Troost 
Ave., Kansas City, and Indepen- 
dence, Mo.) and by banners on 
the Bunting trucks. As soon as 
the store front was completed the 
signs and the display windows 
were put in condition to attract 
attention. Special displays of 
goods featured in the current 
newspaper advertisement were 
shown in the windows while in- 
side, working almost day and 
night, were president Frank H. 
Spink, president and general man- 
ager, and his associates, particu- 
larly display manager M. J. Estes 
and the store’s manager, Frank L. 
Lyman. The opening day’s crowd 
exceeded the fondest hopes and 
expectations of the Bunting execu- 
tives and staff and since that time 
there has been steady traffic and 
steady selling that has fully justi- 
fied the decision to open the store 
at that particular location. 

In common with all large retail 
hardware stores, located in the 
larger centers, Bunting Hardware 
Co. suffered from the shifting of 
the main shopping center. As the 
city grew, new trading areas were 
established, large department 
stores grew up and created the 
main shopping district about four 
blocks from the Bunting main 
store location at 810 Walnut St. 
The population in the suburbs 
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Branch Store in Heart of 





FRANK L. LYMAN CLARKE W. BUNTING FRANK H. SPINK 
Mr. Lyman is manager of the new Bunting branch store. 
Mr. Bunting, a son of the late George Bunting, founder of 
the business is the secretary of the firm and specializes in 
handling the industrial supply accounts. Mr. Spink is presi- 
dent and general manager of the business and well known 
as the immediate past president of the Western Retail Hard- 
ware and Implement Association, the largest and oldest 
hardware association which in January, 1939, will celebrate 
its fiftieth or golden anniversary convention and exhibit in 
Kansas City at the Municipal Auditorium. 





From the rear of the new Bunting store you get this view. Here you see at 
the right, in the background, the store offices and beyond it the staircase lead- 
ing to the hardware basement, as mentioned under the photo at the bottom 
of the opposite page. Note the curved arrow inviting customers to go down- 
stairs. Attractive linoleum covers the store floor and embellishes the modern 
display effect. Note also in these general interior views that the top ledge of 
the wall displays is not cluttered with goods and that these tops are exactly 
seven feet from the floor. As you leave the store you see over the doorway a 
turther display of goods. This particular spot will show seasonal goods. 
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grew steadily larger and residen- 
tial sections became warehouse, 
industrial and retail business sec- 
tions. Downtown street conges- 
tion made parking difficult and 
encouraged trade away from the 
formerly very active centers. To 
cope with this trend Bunting estab- 
lished a suburban branch store at 
162814 Troost Ave., about six 
miles away, and later another 
branch at Independence, Mo.. 
about 20 miles away. Being a 
constant newspaper advertiser. 
Bunting was thus able to attract 
new trade with its branch stores 
and to hold former downtown 
customers handy to either of the 
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branches. Having the main store 
and warehouse at 810 Walnut St.. 
the branch stores can operate on 
relatively small inventory invest- 
ments, replacing stock daily from 
headquarters. 

In recent years, the sale of 
hardware through department 
stores, drug stores, chain stores 
and many other non-hardware 
channels has been a serious com- 
petitive factor to all large-town 
big hardware stores. With shop- 
ping center rentals very high, only 
smaller size stores are practical 
for the sale of hardware and allied 
lines and so Frank Spink studied 


locations for more than two years. 





In the corner of the Bunting “Hard 
ware Basement”, are the wire cloth 
and bolt and screw stocks and dis- 
plays. The screen cloth rack accom 
modates all sizes and types carried 
in stock and permits easy handling 
All bolts, nuts, screws, etc., in stock 
are sampled as shown in the corner 
The floor space, at this point, is re- 
served for mass display of bulky sea- 
sonal goods. When this photo was 
taken lawn mowers were on display. 
held in place by simple wooden 
blocks, a sample of which is re 
moved and is shown to the left 





finally deciding on the store at 
1014 Grand Ave. That his de- 
cision was a wise one is clearly 
shown by the daily sales at this 
new and third branch store which 
is a busy bee-hive during its open 
hours. 

Mr. Spink, and display manager 
Estes, designed the store in its 
entirety and supervised its com- 
pletion. The store itself is 115 ft. 
long and 30 ft. wide. The street- 
level floor is devoted to the many 
items which women buy whereas 
the “Hardware Basement” is truly 
a “man’s store.” In this way both 
sexes enjoy a special attraction 
and are catered to without con- 
fusion. Says Mr. Spink of the 
new store, “We feel that women 
are the principal buyers of all 
commodities. Hardware _ stores 
long have been considered men’s 





General view of the “Hardware 
Basement” from the rear. Note 
staircase to street level floor as 
shown on the right. At the far end, 
to the left, is a skeleton display and 
stock of builders’ hardware, with a 
complete tool department running 
the length of the basement on that 
side. Before the tool wall displays 
are floor platforms for bulky goods 
but even here there is an absence 
of crowding. This basement store 
features goods primarily of interest 
to men buyers 
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This wheel goods display as de- 
signed by M. J. Estes, display man- 
ager for Buntings permits a wide as- 
sortment of models and sizes to be 
shown without crowding. It has 
double-deck construction providing 
three display levels. Individual ve- 
hicles are easily removed for dem- 
onstration and sale. This is on the 
left-hand side of the ‘Hardware 
Basement’’ and runs nearly the en- 
tire length of that side. Note here 
as in all other views of this store, 
there is ample aisle space at all 
points—a decided aid to patrons 





stores. We are putting the femi- 
nine appeal into the new store, 
with the first floor fitted to appeal 
to the feminine buyer. But we have 
not forgotten the men. There is 
a broad staircase in front of the 
entrance that leads to a large base- 
ment department fitted with the 
things that appeal to the men.” 

Although the new branch store 
is only about five blocks from the 
headquarters store, sales at that 
point have not suffered due to the 
new branch. It is definitely felt by 
the management that the new store 
is creating its own new trade for 
the firm. vs 

The Bunting Hardware Co., was 
established in 1901 by the late 
George H. Bunting and Fred 
Magee, now vice-president of the 
firm in charge of the contractors 
and builders’ departments. 





This is the “Hardware Basement” as 
seen from the front, or as you come 
down the stairs leading from the 
main or street-level floor. The toys, 
games, and juvenile furniture are an 
all-year toy display, located just 
beyond the wheel goods display 
which is shown at the top of this 
page. The special bolt and wire 
cloth racks can be seen again, in the 
rear right-hand corner of this photo 
1s can the rear end of the tool de- 
partment which flanks the entire wall 
at the right in this picture. This floor 
is painted cement, in two tones and 
is kept clean by constant sweeping 
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An interesting tea- 
ture on the main 
floor. Directly be- 
hind the two win- 
dows are two 
large radiators 
This portable dis 
play cabinet 
serves a triple pur 
pose: 1 — as a 
background for 
the window dis- 
plays, 2 — as a 
decorative cover 
for unsightly radi- 
ators, and 3 — as 
an attractive dis- 
play space for col- 
ored dishes and 
other attractive 
specialties. Both 
window radiators 
are handled this 
way. The casters 
on the base permit 
easy handling of 
these display cab- 
inets when it is 
necessary to 
swing them out to 
provide access to 
‘he windows 
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Here's P. Sweeney, presi- 
dent, Continental Screw Co., 
New Bedford, Mass., at the 
wheel of his modern 45-foot 
cutter, a three-year old craft 
named “Cindy II.” When this 
picture was taken he was sail- 
ing near Sequin Island, off the 
Maine coast. His boat is, he 
says, “fast but very comforta- 
ble for cruising.” Mr. Swee- 
ney says, “I have been boat- 
ing all my life. In my young- 
er days I did a lot of racing.” 


MENS HOBBIES 


“All work and no play makes Jack a dull boy” 








































Playing softball is the hobby of Irwin Jaffee, manager of 
Jaffee Hardware Co., 823 N. 6th St., St. Louis, Mo. Every 
Sunday afternoon Mr. Jaffee plays with his team as out- 
fielder. When this picture was taken a 6-6 tie game was 
halted so that his picture could be taken. Irwin Jaffee, who 
is but 22 years of age, has been managing the Jaffee hard- 
ware store for about a year since the passing of his father. 
As to his hobby, he says, “Whether we win or lose, it's lots 
of fun.” In the winter he enjoys gathering with his fellow 
softball enthusiasts to recall the games they played in the 















warmer months 


“My hobby is engrossing and illuminating and while 
it started as a hobby it has turned into quite a profit- 
able sideline,” says Otis Sked, Jr., Lewis & Bennett 
Hardware Co., Wilkes-Barre, Pa. Here’s Mr. Sked and 
an engrossed copy of Abraham Lincoln's Gettysburg 
Address, with an illuminated border in red, white and 
blue, a pen drawing of Lincoln at the top and a color 
drawing of the Lincoln Memorial in the bottom border 
Mr. Sked did all of that work and retains the original 
in his home. He has done many testimonials, resolu- 
tions, certificates and diplomas. 


HARDWARE AGE INVITES ALL HARDWARE MEN TO SEND IN THEIR HOBBY PHOTOS. 
ALL ARE WELCOME—DEALERS, WHOLESALERS, MANUFACTURERS AND THEIR SALESMEN. ee 
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wrote in my first article 
about the National Associa- 
tion of Credit Men, is the director 
of their Fraud Prevention Depart- 
ment. I asked Mr. Scully a num- 
ber of questions the last time I was 
in their offices, and give you his 
answers below. I am quite sure 
after reading the gist of Mr. 
Scully’s remarks the readers of the 
HarpwarE ACE will be more on 
their guard when they come in con- 
tact with both big and little busi- 
ness buccaneers. 

Right here I cannot refrain from 
the temptation of expressing the 
thought that if an article like this 
had been written several years ago 
on the subject of prevention of 
frauds by fingncial and investment 
trust racketeers, and their methods, 
a large part of the hard-earned 
savings of a good many of our citi- 
zens would still be theirs, instead 
of “gone with the wind.” 

Here is Mr. Scully’s story: 

The Fraud Prevention Depart- 
ment’s activities are supported 
solely by annual subscriptions re- 
ceived from various concerns, most 
of whom are located in the East, 
and those engaged in the textile 
fields predominate. These sub- 
scribers are privileged to call on 
the Department for an investiga- 
tion of any matter in which they 
suspect that questionable practices 
have been followed. 

All of the work of the Depart- 
ment is supervised from national 
headquarters in New York and no 
work other than that involving 
commercial fraud is handled. All 
investigations must be called for 
by current subscribers to the fund. 


(em i J. SCULLY, as I 


Article No. 2 on the National Asso- 
ciation of Credit Men. 
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“Gone With the Cash’ 


By SAUNDERS NORVELL 

























CHARLES J. SCULLY 


Director, Fraud Prevention Dept., 
National Ass’n of Credit Men 


The Fraud Prevention Depart- 
ment does not operate as a private 
detective agency, nor is it inter- 
ested in matters of collection, 
liquidation, adjustment, etc., but to 
the contrary it devotes its entire 
time and effort to the investigation 
of commercial fraud. 

The Department has at all times 
received the fullest cooperation of 
the Federal, State, County and City 
authorities, who are fully aware of 
the fact that on numerous occa- 
sions it can assist them in their 
investigations and prosecutions of 
individuals who have been charged 
with questionable practices. 

The principal violations involv- 
ing commercial fraud are: 


1. The forwarding of false fi- 
nancial statements through 
the U. S. mails. 

2. The obtaining of merchan- 
dise with intent to defraud 
through the medium of the 
mails. 






3. The issuance of a false finan- 
cial statement that has been 
presented in person or deliv- 
ered through means other 
than the U. S. mails. 

4. The obtaining of merchan- 
dise under false pretenses. 

5.°Concealment of assets. Con- 
cealment, destruction, mutila- 
tion or falsification of books 
and records. 

6. Perjury, false claims, receiv- 
ing concealed merchandise, 
aiding and abetting, and con- 
spiracy. 

After the completion of an in- 
vestigation a memorandum of 
facts is drawn, and if said facts 
make it appear that the case in 
question is one worthy of bringing 
to the attention of the authorities, 
that procedure is followed and a 
copy of the memorandum is sub- 
mitted to either the United States 
Attorney or to the County Prose- 
cutor, according to the alleged vio- 
lation. + 

As illustration of the work of 
the Department mention might 
here be made of the “A” and “B” 
cases. While names, of course, are 
a part of the record, it is just as 
well for me to use letters to indi- 
cate cases. “A” engaged in the 
sporting goods business in a large 
western city. Shortly after the 
business was started “A” issued a 
financial statement setting forth a 
net worth of $9,698 and with lia- 
bilities of only $200. 

On Jan. 4, 1937, an involuntary 
petition in bankruptcy was filed 
against “A,” which procedure was 
taken shortly after he had pur- 
chased merchandise in the amount 
of $11,000 and of which merchan- 


dise but a small amount remained 
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at the time the receiver took pos- 
session. 

When questioned as to the de- 
posit of the monies realized from 
the sale of the merchandise, «4” 
was unable to give any plausible 
accounting for same, but stated 
that part of his money was lost in 
gambling at certain establishments 
in the city, which claim was suc- 
cessfully refuted, and as a result 
“A” was indicted by the Federal 
Grand Jury on a charge of con- 
cealing assets in an amount of ap- 
proximately $17,000. 

On Dec. 28, 1937, “A” entered 
a plea of guilty to the indictment 
and was sentenced to a term of im- 
prisonment of three vears in the 
Federal penitentiary. 

The case of “B” of New York 
City will tend to illustrate what is 
meant by fraud prevention: 

sy possessor of a criminal rec- 
ord, made it known to a few of his 
associates late in the year of 1936 
that he intended to re-enter busi- 
ness and that he had engaged an 
office on lower Fifth Avenue. 
Shortly thereafter we learned of 
his intention and immediately a 
warning was flashed to our sub- 
scribers in the textile field, with the 
result that he was unable to secure 
any merchandise whatsoever in the 
New York market. He then went 
out of town and after some effort 
did induce one concern, incidental- 
ly not a subscriber, to give him 
credit in the amount of about 
$2,000. Payment on this amount. 
needless to say, was never made. 


Indictments Returned 


“B” then moved to upper Broad- 
way where he again canvassed the 
market but a second warning had 
preceded him and once more he 
was forced to go out of town and 
this time he obtained merchandise 
in the amount of about $500. After 
said merchandise was disposed of. 
at a price far below its cost, “B” 
went on a vacation, but in the in- 
terim two separate indictments 
were returned by the County 
Grand Jury charging “B” with lar- 
ceny, which warrants were turned 
over to the Detective Bureau at- 
tached to the office of the New 
York County Prosecutor. However. 
they were unable to locate their 


nan. 


lo 


The Fraud Prevention Depart- 
ment, nevertheless, kept track of 
“B” and when it was learned that 
he had returned to New York and 
was once more entering business. 
this time on lower Broadway, the 
police were advised as to his 
whereabouts and he was taken 
into custody. “B” pleaded guilty 
to the indictment and was sen- 
tenced to an indeterminate sen- 
tence of from five to ten years’ 
imprisonment. 

It cannot be computed in dollars 
and cents the amount saved the 
supporters of the Fraud Preven- 
tion Department, as well as busi- 
ness men in general, through the 
warning given them regarding this 
man’s activities. 


Must Draw a Line 


One must draw the line between 
the crooked bankrupt and the 
racketeer. The former conceals his 
assets at a time when he feels that 
his business is no longer a success. 
while the racketeer on the other 
hand enters business with but one 
purpose in mind—that of defraud- 
ing his creditors. It must also be 
borne in mind that the racketeer 
devotes months in planning his 
scheme, which a credit manager is 
expected to detect within the space 
of a few hours. 

Probably one of the oldest 
schemes is to operate a business 
and use a name similar to that of 
a well-rated concern, particularly 
in a town some distance from a 
large commercial center. Several 
years ago, the Carolinas were fa- 
vorite states for this type of fraud. 
and in the course of an investiga- 
tion we found the place of business 
to consist of a hot dog stand, al- 
though the letterhead used would 
give the impression that the con- 
cern had been in existence for 
many years. In another instance. 
we found cow barns listed as man- 
ufacturing plants. Many of these 
people were quite successful in ob- 
taining a fair amount of credit be- 
fore their illegal practices were 
halted, and as a matter of fact, dur- 
ing the course of one year, the 
Department was responsible for 25 
convictions in North and South 
Carolina. 


The greatest enemy is the 





“fence.” for without him it would 
be practically impossible to dis- 
pose of any great amount of con- 
cealed merchandise. In the movies 
the “fence” is usually pictured as 
a poorly dressed, cringing indi- 
vidual with headquarters located in 


a cellar or attic. As a matter of 
fact, he is more often found to be 
the proprietor of an established 
business, a man of good appear- 
ance who outwardly, at least, con- 
ducts himself as a law-abiding citi- 
zen. 

A racket is usually operated by 
at least three or four persons, and 
at times according to the size of 
the fraud, others are added to this 
number. First we have the backer 
of the scheme, commonly known 
as the “ace”. While this man engi- 
neers the fraudulent operation and 
backs it financially, he never shows 
himself openly nor is his name 
associated with it in any manner. 
The second character used is the 
bogus head of the business and his 
part is to see that merchandise is 
obtained and turned into cash as 
fast as is possible. He is known 
as the “mover”. The next in line 
is the “fence,” and last but not the 
least important is the “front” man 
who acts as the buyer. The buyer 
is often the only person that the 
seller meets and he is rarely, if 
ever, taken into the confidence of 
the “ace”. As a matter of fact, a 
“front” man must be selected with 


great care, otherwise suspicion 
might be directed toward the 


~ ace. 


Help Changed Weekly 


In the operation of these rackets 
office help is changed weekly, par- 
ticularly the bookkeepers, so that 
in the event action is taken against 
the racketeer the employees are 
ignorant as to previous transac- 
tions. In on case, five bookkeep- 
ers were used in as many weeks. 

The investigators of the Fraud 
Prevention Department, most of 
whom were engaged for lengthy 
periods as special agents of the 
Federal Bureau of Investigation. 
are unanimous in the opinion that 
no type of law violator repeats 
as often as those following com- 
mercial fraud. During the year 

‘Continued on page 92) 
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THIS “FRANKENSTEIN OF THE KITCHEN” 
MADE ENTIRELY OF HARDWARE |TEMS, 
WAS CREATED BY A LOS ANGELES 
HARDWARE STORE FOR DISPLAY 
PURPOSES... WASH PAN HAT, A MOP 
FOR HAIR, A PA/L FOR A HEAD, ANOTHER 
PAIL FOR HER BODY, A TUB FOR SKIRT, 
WITH CLOTHESPIN LACE, 
STOVE PIPE LEGS 
AND ROLLER 
SKATES FOR 
FEET! 
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DUCK HUNTERS RECENT 
SHOT INTO SEVERAL MINNESOTA LAKES, THAT F 
DUCKS IN THE AREAS GOT LEAD POISONING: 
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Electrical Appliances and 


LECTRICAL appliances 
H; offer aid and comfort to 

many a person during the 
cold months of the year. Toasters, 
waffle irons, coffee urns help to 
start the day right at the break- 
fast table, while lamps of all 
kinds and the radio are of de- 
cided assistance during the long 
evenings. 

The display on this page is de- 
voted to the various electrical 
helps that are to be found in the 
hardware store and are frequently 
taken as a matter of course. This 
suggested window is of the bal- 
anced type, with two rows of steps 
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Housewares Aid Fall Sales 


flanking the radio and sign in the 
center. Although there are not 
many items shown in this window, 
the dealer can use his ingenuity 
in adding a few more, always tak- 
ing care to avoid the danger of 
over-crowding the display. 

The panel at the back of the 
window is the eye-catcher and the 
chart at the lower left-hand cor- 
ner of that page shows how it may 
be designed from scale. Colors 
for this window may run all the 
way from tan and yellow to blue, 
but the panel at the back of the 
display should be in deep blue 
and white. 
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The window on this page is de- 
voted to housewares and is of the 
unbalanced type. Graduated steps 
surmounted by tea and coffee pots 
display cutlery and skillets on 
their faces while the central plat- 
form contains a variety of uten- 
sils and pails. A hamper and 
clothes basket on the left serve to 
balance the rolls of floor covering 
on the right which is shown in 
front of a large ceiling-high panel 
displaying a broom and mops. 
The word “Housewares” across a 
spot of color on the background 
tells the onlookers what the win- 
dow’s all about. 


There’s a lot of color in this 
window and for that reason the 
fixtures should be of neutral color. 
Might be a good idea to use white 
or light gray which would furnish 
an excellent background for the 
items on display. The central 
panel on which the broom and 
mops are shown and the circular 
spot at the right could be in red 
or orange which would be sure to 
catch the eye. The HARDWARE AGE 
interchangeable display fixtures 
are an integral part of each of 
these displays and serve to dis- 
play the merchandise in a de- 
cidedly effective manner. 
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ADVANCES 


Bright Steel, Brass Wire Goods 
Brass Brake Band Rivets. 
Turpentine. Acid and Rosin Core Solder. 
Lamp Cords. Cotton Duck. 

Solid Braided Sash Cord. 

Cotton Wrapping Twine. 
Flexible Armored Cable. 

Brass Cup and Shoulder Hooks 


DECLINES 
Steel Wire Screen Cloth. 


Window Glass. 


ADVANCES EXPECTED 
Copper, Bronze Screen Cloth. 
Copper Nails. Rubber Covered Wire 
Some Heater Cord Sets. 

Cotton Chalk and Mason Lines. 
Cotton Sash Cord, Braided Clothes Lin 


PRICES REAFFIRMED 
Copper Nails. 


Screen Wire Cloth—Late in 
October leading manufacturers an- 
nounced opening 1939 price sched- 
ules. covering both steel and bronze 
wire cloth. Steel wire screen cloth 
(black painted and galvanized) 
shows some slight reductions from 
last season’s prices. Twelve mesh 
black cloth now lists to the retailer 
at $1.70 per 100 square feet, com- 
pared to last Fall’s opening basis 
of $1.90. Similar comparisons on 
galvanized cloth show 12 mesh at 
$1.85, last year $2.05; 14 mesh at 
$2.10, last year $2.43, and 16 mesh 
at $2.40, last year $2.80. Bronze and 
copper cloth are back to the same 
level as put out in January, 1937, a 
basis similar to that prevailing to- 
ward the close of last season. To 
meet the demand for a light weight 
bronze cloth, some makers are put- 
ting out 16 mesh in approximately 
.010 gage wire. With the increased 
prices in copper it is possible cop- 
per and bronze screen cloth prices 
will show advances. 


* * * 
Plumbing Lines — Plumbing 


and heating installations have bene- 
fited from the lengthened building 
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season, with several concerns report- 
ing October sales 5 to 15 per cent 
larger than a year ago. Dealers are 
finding an active market for modern 
kitchen sinks and bathroom acces- 
sories. Consumers are rapidly learn- 
ing that today’s improved installa- 
tions are costing less than older 
style equipment was priced a few 
years ago. The October advance of 
74% per cent on galvanized range 
boilers is holding firmly. 


* * * 


Poultry Netting—The tormer 
list prices on poultry netting are 
unchanged in the new quotation 
sheets put out Nov. 5 by the leading 
manufacturers. Discounts, however, 
are 10 per cent lower than those 
quoted last Fall. Present L.C.L. 
prices to the retailer are 21-15 per 
cent from the lists, as against 21-5 
per cent named Oct. 1. 1937. 


* * * 


Builders’ Hardware — Manu- 
facturers report the volume of in- 
coming business considerably im- 
proved. Recent revisions on butts 
and hinges, averaging a slight ad- 
vance. have heen well received by 


the trade, and have not slowed the 
rate of new buying. Bright steel 
and brass wire goods have been 
marked up about 18 per cent, both 
in plain and plated finishes. Brass 
cup and shoulder hooks were raised 
about 23 per cent. Nineteen hundred 
and thirty-nine prices on Perfection 
door springs show no change from 
those recently ruling. 

* & * 


Copper Nails—Price lists put 
out Oct. 21 on copper wire nails 
show a reaffirmation of the base 
price effective since last May, al- 
though an advance had been ex- 
pected as a result of recent stronger 
copper prices. Some makers say 
that a mark-up cannot much longer 
be deferred, as all makers are 
facing a sharp increase in cost. 

* * * 


Rivets — Brass brake band 
rivets were advanced by leading sell- 
ers on Nov. 1 by 20 per cent. 

* * * 


Window Glass—Prices effective 
Nov. 1 show the first changes in glass 
lists for many years. While the new 
lists are substantially lower than the 
old, these differences are largely off- 
set by a change in discounts. The 
smaller sizes are reported to figure 
somewhat higher, while the larger 
dimensions are slightly reduced. 

x * * 


Linseed Oil, Turpentine 
Paint division buyers find a quiet 
but steady market on linseed oil. 
with only moderate stocks in the 
hands of the crushers, and the new 
seed crops smaller than expected. 
The turpentine market is stronger. 
with an advance of 2 cents per gal- 
lon during the past few weeks. 

* & # 


Kester Solder—Strengthening 
metals prices have resulted in an 
advanced quotation sheet on Kester 
acid core and rosin core solders. The 
increase is 2 cents per pound on 
the 1, 5 and 20 lb. spools, and on 
1 lb. coils. There is no change on 
the Kester metal mender and radio 
solder, in household size cans, which 
continue to sell to the retailer at 
$1.67 per carton of 10 cans. 
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The Copper Situation—-A re- 
cent published statement from 
Revere Copper & Brass, Inc., is en- 
couraging, in that their trend of 
orders for the past few months, par- 
ticularly from the automobile and 
building field, has been steadily up- 
ward. October shipments were above 
60 per cent of capacity—better than 
a year ago. The Revere statement 
points out that stocks of domestic 
refined copper, after increasing 
steadily from May, 1937, to May, 
1938, have shown substantial de- 
creases since. In step with the re- 
duction in stocks, copper prices 
have made marked advances, and 
now are holding firmly. The trend 
of decreasing stocks seems likely to 
continue during the next few 


months. 
* * * 


Electrical Wire, Etc-—Contin- 
ued strong prices, with expectation 
of further advance, are reported by 
manufacturers of rubber covered 
wire. The Oct. 1 mark-up of 40 cents 
per 1,000 ft. on No. 14 single braid 
may give way at any time to a 
still higher manufacturers’ schedule. 
Flexible arméred cable has made 
another increase, with 14-2 up 50 
cents per 1,000 feet. New _ price 
sheets on lamp cord by leading 
manufacturers show substantial ad- 
vances, and several makers have 
withdrawn old quotations on heater 
cord sets, announcing new and high- 
er prices in preparation. 


Cotton Duck, Etc.—Leading 
manufacturers advanced cotton duck 
quotations 5 per cent about Oct. 24, 
finding that prices ruling before the 
change were too close for comfort. 
Few mills, therefore, have been will- 
ing to contract ahead. Jobbers have 
been ordering up rather strongly on 
cotton sash cord and braided clothes 
lines in expectation of further price 
advances. A few makers already 
have raised quotations 1 cent per |b. 
on solid braided sash cord, and as 
much as a dollar per gross on 50 ft. 
clothes lines. Several mills have ad- 
vanced cotton wrapping _ twines, 
averaging 1 to 2 cents per pound, 
and makers of cotton chalk and 
mason lines have cautioned their 
jobbers that price increases are 


likely. 


* * * 


Improvement Continues—No- 
vember starts with continuing evi- 
dences of business improvement, and 
with favorable indications for the 
immediate future. Despite much 
complaint about the late carryover 
of warm, open weather, with its de- 
terrent to seasonable retailing, peo- 
ple in general enjoyed the fine 
October days and turned them to 
good use. Farm and garden work. 
as well as painting and repairing 
projects, were lengthened by several 
unexpected extra weeks, bringing to 
the hardware stores a longer measure 
of demand in other lines, to offset 
delayed sales of cold weather goods. 


Sufficient pre-season buying had 
been done in important fall lines 
to give manufacturers and whole. 
salers a reasonable showing to date. 
Sales of housewares, electrical ap- 
pliances and radios have been not- 
ably active, while orders for holiday 
goods are running somewhat better 
than at this time last year. 
* * * 


Building Contracts Increase 
Public and institutional buildings 
have again become an important fac- 
tor in the rising building market. 
according to F. W. Dodge Corp., 
New York City. During the month 
of October, contracts were awarded 
in the 37 eastern states for $89,839,- 
000 worth of buildings in these 
classifications, their largest volume 
since December, 1935. Compared 
with the total for October, 1937. 
which was $35,085,000, last month’s 
increase was nearly 156 per cent. 
These classifications include educa- 
tional buildings, hospitals and 
institutions. public administrative 
buildings, social and _ recreational 
projects, and religious and memorial 
buildings. Recent renewed activity 
in these classes of non-residential 
buildings, stimulated by the current 
P.W.A. program, brought the total 
of contracts let for such projects 
during the first ten months of 1938 
up to $502,407,000, compared with 
$423.117,000, in the corresponding 
period of last year, an increase of 
19 per cent. The dollar volume of 





TOTAL WHOLESALE HARDWARE SALES AND PER CENT CHANGE FROM- 1937, 





Total Hardware 
Per cent 
Region Change 
No. of from 
firms 1938* 1937 


———EE Se — 


firms 1938* 





General Hardware Heavy Hardware 


Per cent Per cent | 
Change | Change | 
No. of from | No.of from 


1937 | firms 1938* 1937 











New England.........| 39 8346 —23.8 | 7 2528 —16.2 | 4 562 —33.9 

Middle Atlantic.......| 119 39293 -—22.7| 32 16794 —13.7 | 9 3229 21.6 

East North Central....| 61 49144 -28.4/ 23 36023 —22.5 as Was: 

West North Central..|| 45 39577 -—15.2| 16 32282 —14.8| ‘5 as — 7-7] 

South Atlantic..... sa. ae 28246 —17.8 28 20548 —19.0 | 

East South Central....| 26 18805 -19.6| 17 15771 -18.3 

West South Central...} 25 24965 —11.5 | 17 16069 11.3 

Mountain.......... a 2 7410 -22.7) 8 6531 20.2 

PORCH. . 4.00% Sie ote 39 37337 —24.4 19 26257 —19.8 | | 
Total United States..| 424 253123 -—21.4 | 167 172803 -17.9| 24 11385 —26.5 | 








* Thousands of dollars 





CUMULATIVE FIRST NINE MONTHS 1938 








Plumbing and Heating 
Industrial Supplies Supplies 
Per cent Per cent 
Change Change 
No. of from | No. of from 
firms 1938" 1937 | firms 1938* 1937 
17 2654 30.1 il 2602 -20.% 
37 9633 83.1 41 9637 —25.0 
27 9177 —43.9 11 3944 -~31.9 
13 3841 18.4 il 2771 16.7 
13 2278 22.5 18 5420 10.7 
5 1338 —24.1 | 
6 7646 12.2 
8 1706 —22.4 | 9 4437 —36.9 
128 38686 -~30.1 | 105 30249 —25.5 





(Compiled by the Bureau of Foreign and Domestic Commerce, U. S. Department of Commerce, in Cooperation with The National Association o! 
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contracts for hospitals and institu- 
tions has run 35 per cent ahead of 
last year; social and recreational 
projects have run 27 per cent ahead; 
educational buildings, 26 per cent 
ahead. Contracts for public adminis- 
trative buildings (post offices, city 
and town halls, fire and police sta- 
tions, and the like) have lagged 7 
per cent behind 1937, and religious 
and memorial buildings, which are 
largely financed by private subscrip- 
tions, have lagged 2 per cent behind. 
In the total of publicly financed 
non-residential construction for 
which contracts were let in the first 
ten months of 1938, 32 per cent has 
been for buildings and 68 per cent 
for heavy engineering construction. 
Continued increase in contracts for 
public non-residential building con- 
tracts is indicated for some months 


October, the Dodge organization has 
reported contemplated projects in 
these classifications to the amount 
of $1,667,000,000, or three times the 
volume of contracts awarded during 
the same period, and more than 
double the volume of contemplated 
projects reported during the first 
ten months of 1937. 
* * * 


Industrial Production — The 
Federal Reserve Board reports that 
industrial production increased 
about 5 per cent last month, to the 
highest level since October, 1937. 
The board, using 1923-1925 levels 
as 100, rated October factory out- 
put at 95 per cent, compared with 
102 per cent last October, and with 
a 1938 “low” of 76 per cent in May. 
Average work hours per week in- 
creased from 344% in June to 37 in 





also increased, raising the total 
“man-hours” of work 15 per cent. 
* * * 


Steel Demand Still Rising— 
In the steady industrial betterment, 
the steel mills and the automobile 
manufacturers are leading the way, 
their gains contrasting pleasantly 
with the reversed trends of last 
November. The removal of the rail- 
road strike threat also has contrib- 
uted no little to the better feeling. 
Steel ingot production was reported 
last week at 61 per cent of mill ca- 
pacity, compared with 56.8 per cent 
the week previous, and with 41 per 
cent a year ago. October orders as 
a whole rose 20 to 25 per cent over 
those ef September. Steel’s continu- 
ing gains have been notably aided 
by the automobile industry’s increas- 
ing calls for steel sheets and strip. 


From January through September. The number of workers (Continued on page 100) 
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Of Wholesale Hardware Sales and Cablectioans on Accounts Receivable 
By Geographic Regions, For September, 1938 


COMMERCE, U. S. DEPARTMENT OF COMMERCE, IN 
ASSOCIATION OF CREDIT. MEN) 


to come. 


(COMPILED BY THE BUREAU OF FOREIG*™. AND DOMESTI( 
COOPERATION WITH THE NATIONAL 


** 


Percent** of collections 
during month to 
accounts receivable at 
beginning of the month 


Sales Reported 


Firms Firms 
Re- Sept. 1938 Re- 
porting percentage Thousands of Dollars porting 
Sales change from Collec- 

tions 


Regiors* 


Sept. Aug. Sept. Sept. Aug. Sept. Sept. Aug. 
1937 1938 1938 1937 1938 1938 1937 1938 


NEW ENGLAND 41 8.5 + 19.6 1,337 1,462 1,118 49 53 50 


MIDDLE ATLANTIC 123 16.2 + 13.3 5,253 6,266 4,636 50 54 


EAST NORTH CENTRAL 70 22.6 + 12.0 7.450 9,613 6,652 55 57 


WEST NORTH CENTRAL 46 14.2 + 10.6 4,989 5,814 4,509 48 49 


SOUTH ATLANTIC 63 6.3 10.6 Ke & 7 3,344 2,832 48 48 


EAST SOUTH CENTRAL yAs) 5.6 + 3.0 2,364 2,494 2,285 48 52 


WEST SOUTH CENTRAL 27 17.4 + 6.6 Kr 8) 4,133 3,236 56 57 


MOUNTAIN 16 + 6.0 1,352 1,648 1,275 46 53 


PACIFIC. 41 5.0 4,607 5,487 4,847 55 56 


UNITED STATES, TOTAL 453 33,889 40,261 31,389 52 54 





*States comprising regions: 
New England (Conn., Maine, Mass., N. H., R. 1, Vt.) Ww. 
Middle Atlantic (N. J., N. Y., Pa.) 
West South Central (Ark., La., Okla., Texas) 
East North Central (Ill., Ind., Mich., Ohio, Wis.) Mountain (Ariz., Colo., Idaho, Mont., Nev., N. M., Utah, 


West North Central (Iowa, Kan., Minn., Mo., Neb., N. D., Wyo.) 
Ss. D.) Pacific (Calif., Ore., Wash.) 


**These figures should not be related to sales figures for current month. They represent only ratio of collections during that month 
to accounts receivable at beginning of month. 


—~ Atlantic (Del., D. C., Fla., Ga., Md., N. C., 8. C., Va., 
- Va. 
East South Central (Ala., Ky., Miss., Tenn.) 
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Officers, committee members and speakers, Montana Hardware and Implement Association convention. 


Officers, 


front row: fourth from left, Retiring President Wallace Ulmer, Miles City: fifth from left, President C. M. Wall, Helena; 
seventh from left. Secretary-treasurer M. P. Trenne, Helena: eight from left, Vice-President Charles Wallace, Anaconda. 


Montana Assn. Reorganizes 
Its Administrative Structure 


EORGANIZATION of the ad- 
ministrative structure of the 
Montana Hardware and Implement 
Association was completed at the 
30th annual convention of that or- 
ganization held in Lewistown, Mont., 
on Oct. 24-26, 1938. 

Following action proposed at the 
1937 conventien, the former board 
of directors of six members, elected 
at large annually, which has served 
to guide the affairs of the hardware 
dealers of Montana since their or- 
ganization in 1908, will be replaced 
by a board of eleven members elect- 
ed by districts annually. 

The purposes of the reorganiza- 
tion, said retiring President Wallace 
Ulmer of Miles City, are to better 
equip the association to deal with 
sectional problems as well as state 
problems. Since the beginnings of 
the association, he said, the prob- 
lems have increased many-fold, and 
in a state as large as Montana a 
good proportion of them are charac- 
teristic of small sections or trade 
areas of the state. 

C. M. Wall of Helena was elected 
president of the association to suc- 
ceed Mr. Ulmer, while Charles 
Wallace, Anaconda, was named 
vice-president, and M. P. Trenne, 
Helena, secretary-treasurer. The 
consolidation of the secretary and 
treasurer into one office was an- 
other move provided by the shift in 
by-laws. 
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The new directors presented by 
the nominating committee and ap- 
proved by the delegates are as 
follows: Lewistown district, H. K. 
Jones; Great Falls district, James 
Cheethem; Kalispell district, Harry 
Keith; Missoula district, Pete Bar- 
thel; Helena district, C. M. Wall; 
Billings district, J. J. Mills; Miles 
City district, Wallace Ulmer; north- 
east district, Charles Nelson; Havre 
district, Monte Burgess; Butte dis- 
trict, Charles Wallace; and Boze- 
man district, Ed. Parriot. 

The resolutions committee re- 
ceived approval for a number of 
resolutions, dealing with the aims 
and objectives of the legislative pro- 
gram, which is expected to draw the 
fire of labor and chain stores. 


Interesting Addresses 


Beside president Wallace Ulmer’s 
message to the association, the main 
addresses were delivered by the 
following: George L. Gillette, vice- 
president of the Minneapolis-Moline 
Power Implement Company of Min- 
neapolis, Minn.; Mr. Trenne, who 
is also secretary of the Montana 
Motor Trades Association of Helena; 
Fred H. Cook, manager of the 
Marshall Wells Company of Billings. 
Mont.; R. B. Albin, president of 
the Independent Merchants of Mon- 
tana of Billings, Mont; R. H. 
Fletcher, plans and traffic engineer, 


Montana State Highway commission 
of Helena, Mont; and Ralph W. 
Carney, vice-president of the Cole- 
man Lamp & Stove Co., Wichita, 
Kan. 

The text of these addresses varied 
all the way from technical advice on 
how to build sales as presented by 
Mr. Gillette of the Minneapolis- 
Moline Company to the general 
censorship heaped on the present 
national administration by Mr. Car- 
ney of the Coleman company. 

Reviewing the history of the state 
organization and drawing a parallel 
betweem the growth of the industry 
and the development of the state of 
Montana, President Ulmer in his 
message cited some of the problems 
confronting the industry today and 
urged careful planning for the 
future. 

“This association most certainly has 
a very definite place in this picture 
(combatting unfavorable legislature, 
rising taxes, industrial selling, fair 
mark-ups and trade-in evil) ,”Presi- 
dent Ulmer said. “Without it we 
cannot keep abreast of the con- 
stantly changing demands of the 
times. No matter how efficient you 
as an individual may be, business is 
far too complex today for anyone 
to live unto himself or to cope with 
modern requirements alone. As 
individuals we do not have the time 
or the training to look after legis- 
(Continued on page 94) 
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The Russell & Erwin Line 
of Builders Hardware 


A supplementary builders’ hardware educational 






article furnished by the manufacturer of this line 


HE year 1939 will mark the 

hundredth anniversary of 

the founding of the Russell 

& Erwin Mfg. Company, New 

Britain, Conn., manufacturers of 

Russwin_ distinctive _ builders’ 
hardware. 

With a background of 100 years’ 
experience in manufacturing and 
distributing hardware, the pres- 
ent Russwin organization is 
equipped to satisfy the ever-grow- 
ing demand for something new in 
builders’ hardware and to cooper- 
ate with and recognize the prob- 
lems of the dealer. 


Labeling System 


Russwin has always been able 
to visualize and understand the 
dealer’s problems. One outstand- 
ing example of helping the dealer 
is the unique numbering and label- 
ing system. Many are the dollars 
that have been lost through inex- 
perienced clerk’s passing a solid 
brass lockset over the counter and 
ringing up the sale price of a 
steel-plated set, all because he was 
not familiar with the meaning of 


the numbers on the label. This. 


however, has not been the experi- 
ence of Russwin dealers because 
this error cannot be made. 

The colors on the copyrighted 
Russwin bar labels designate not 
only the base metal, but, in some 
cases. the finish also. Red and 








Editor’s Note—The material and illustrations for this article were fur 
nished in their entirety by Russell & Erwin Mfg. Co., New Britain, Conn.. 
at the invitation of this publication. This article is offered our readers 
as a supplement to the editorial educational series entitled “Taking the 
Mystery Out of Builders’ Hardware,” in the belief that such supple- 
mentary information has genuine value in the study of this subject. Harp- 
ware AGE has invited all American manufacturers of builders’ hardware 
to supply similar illustrations and explanations of their respective lines. 
stressing any unusual or patented features. We believe that this is a con- 
structive program that will give our readers very tangible additional 
value in the study of our series “Taking the Mystery Out of Builders’ 
Hardware.” In no sense is the publication of this article an endorsement 
of the statements, therein, on the part of the publishers. It is our sole 
desire to inform our readers as completely as possible on this subject. 
All manufacturers have been and are again invited to furnish similar 


white labels designate the metal 
to be of solid brass or bronze. 
while blue and white indicate 
wrought steel or cast iron plated 
finishes. Besides these two basic 
labels, a black and white label 
indicates cast iron goods in Bower 
Barff finish. Black and silver de- 
notes brass or bronze metal, fin- 
ished dull nickel, while purple and 
silver is for wrought steel or cast 
iron, dull nickel-plated. Green 
and white labels specify that the 
material is cast iron in Japan fin- 
ish. Purple and white labels indi- 
cate the base metal to be of rust- 
less cast Russwin metal, used for 
reproducing the effect of hand- 
hammered hardware, etc. 

We are quite certain you will 
agree that there is much mystery 
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MORTISE LATCH SET 
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material. at their earliest convenience. 





lu be taken out of the builders’ 
hardware line. Russwin, however. 
solved one mystery many years 
ago in making it possible for a 
dealer to acquaint his clerks with 
the various qualities of hardware 
in less time than it takes to tell. 


Adjustable Ball-Bearing 
Cylinder 
The Russwin adjustable _ball- 


bearing cylinder is adjusted for 
doors 134 in. to 314 in. in thick- 
ness by simply turning the adjust- 
ing screw in the back of the cylin- 
der. This action lengthens and 
shortens the barrel of the cylinder 
to the required length and pro- 
vides an adjustment to the hun- 
dredth part of an inch. The ad- 









The Russwin adjustable ball bearing cylinder 
showing the maximum adjustment. 
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vantages to the dealer are quite 
obvious, as it is possible with but 
one size of cylinder in stock, to 
satisfy the demand for cylinders 
for almost any thickness of door. 

Besides being adjustable, this 
cylinder has a nickel silver ball 
bearing under each of the six pins 
or tumblers, which guarantees 
smooth easy action and long life. 
Every cylinder is equipped with 
tiny stop pins placed in the tum- 
bler springs. These stop pins and 
a guard tumbler (the end tumbler 
in the cylinder) discourage pick- 
ing and make for secure locking. 

The Russwin cylinder can be 
master keyed to give almost any 
desired arrangement of keying. In 
very large buildings or groups of 
buildings where the great number 
of locks might lead to some dupli- 
cation of keys, the Russwin Mullti- 
plex System of master keying is 
used. 

This system makes it possible 
to have locks on each floor or 
group of floors in a large build- 
ing such as a hotel, or each build- 
ing in a group of buildings in an 
institution, furnished with cylin- 
ders of different keyways. In this 
system the keys from cylinders of 
one keyway will not enter and 
operate a cylinder of a different 
keyway. In the Multiplex System 
each keyway has its individual 
master and grand master key, and 
a great grand master key which 
will enter and operate all different 
keyways can be furnished. The 
Multiplex System of keying pro- 
vides security and makes possible 
the most complicated keying ar- 
rangements. 


The Unit Night Latch 


Russwin has not only given 
considerable thought to dealers’ 
helps, but much thought has been 
given to creating items easy to in- 
stall and thus have an outstanding 


THREE SIMPLE STEPS IN APPLYING THE RUSSWIN UNIT NIGHT LATCH 


Bore 1!/, in. hole 
through door. 
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appeal to the contractor. The 
Russwin unit night latch is an 
example and accomplishes fou 
desirable results: 

First—A smooth working and 
more durable latch. The unit prin- 
ciple is the building up of one part 
upon another, each part perma- 
nently placed in its proper rela- 
tion to all others. This assures a 
smooth, certain action, adding 
greatly to the life of the latch. 

Second—The ease with which 
accurate application can be made. 
The illustrations shown indicate 
the few and simple operations 
necessary for the application of 
the latch. 

Third—Convenience. Upon 
opening a box containing the 
Russwin unit night latch, in place 
of a miscellaneous collection of 
odd parts will be found the latch. 
the cylinder with adjusting mech- 
anism attached. the collar and the 
strike. There are no machine 
screws to cut off, no steel spindle 
to be sawed to the proper length 
and no loose parts to be lost. 

Fourth—Security. The cylinder 
and cylinder collar are of bronze 
metal and when applied to the 
door are flush with the stile, to 
prevent tampering with the cylin- 
der. 

One of the features of this latch 
is the arrangement for adjusting 
the cylinder for various thick- 
nesses of doors. A few turns of 
the adjusting nut instantly ad- 
justs the cylinder for any _thick- 
ness of door from 1% in. to 
21, in. 


Compensating Knob Latch 


The Russwin compensating 
knob hub is another feature. 
which appeals to the contractor as 
it saves him time in adjusting the 
lock trim and assures free and 
easy knob action. This compen- 
sating hub is of brass ball con- 
struction which will allow com- 


Adjust cylinder to fit 
thickness of door. 


The door cut ready for 
the application of the 
Russwin unit lock. 


The unit lock applied. 


pensation in any direction. The 
use of this type of hub is a sim- 
ple and effective means of reliev- 
ing any cramping or binding of 
knobs when the lock case is not 


Compensating 
hub permits 
use of a flat 
face lock on 

a slightly 
bevelled door. 


applied in a line exactly parallel 
with the face of the door stile. It 
also permits the use of a flat front 
lock to a door having its edge 
slightly, beveled. This feature is 
furnished regularly with all better 
grade. bit key Russwin locks. 


The Unit Lock 


We all agree that the unit lock 
is the very finest type of lock 


manufactured, but with many 
locks of this type it is necessary 


Place latch on door 
and fasten with screws. 











to cut away an extremely large 
section of the door stile when 
applying the lock. This weakens 
the door to a considerable degree. 
Here again Russwin has given 
much thought to the application 
of the article. Instead of cutting a 
section 3 in. to 4 in. deep out of 
the door stile, a section 134 in. 
deep plus a small hole drilled 
through the door stile is all that 
is required to apply the Russwin 
unit lock. This results in the door 
not being weakened to any greater 
degree than in the mortising of the 
ordinary mortise lock. 

The Russwin unit lock is con- 
structed of the very finest ma- 
terial. Knobs, escutcheons and 
lock frames are of solid bronze 
metal castings, with the excep- 
tion of the locking mechanism 
which is of heavy, hard-rolled 
wrought brass formed in dies, 
making them uniform in size and 
imparting the greatest possible 
strength. This locking mechan- 
ism is all carried on the back of 
the inside escutcheon plate where 
it is least accessible from the out- 
side and, working as it does with 
an almost entire lack of friction, 
it is said to be practically inde- 
structible. 

The cylinder is carried within 
the knob, its inner construction 
being identical with the regular 
Russwin ball-bearing cylinder. 

The knobs are seamless, solid 
bronze metal castings. The shanks 
are self-lubricating and absolutely 
screwless, each being perfectly 
fitted to long _bracket-bearing 
thimbles of the supporting type. 
The self-lubricating feature of the 
shanks reduces friction to a mini- 
mum. 

The latch is of the swinging 
type, actuated by a spring of 
phosphor bronze wire bearing on 
two hardened steel rollers. The 
knobs are actuated by a separate 
phosphor bronze spring. The use 
of two springs has great advan- 
tage over a single spring which 
operates both the knob and the 
latch. It permits the use of a 
much lighter latch spring, giving 
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The Russwin screwless 
shank knob showing 
method of mounting. 


a very easy latch action, and a 
heavy spring on the knobs bring- 
ing them firmly back to a normal 
position, and prevents rattling. 
Attention is called to the two types 
of safety devices—the auxiliary 
latch which safeguards the latch 
against outside manipulation and 
the dead-locking plunger which 
safeguards the latch and also pre- 
vents operation of the stops when 
the door is closed. 


Wrought Steel Locks 


Russwin offers a line of inex- 
pensive commercial bit key locks 
which are precision made, uni- 
form and practically industructible. 
These locks are made completely 
of high-grade steel furnished with 
either steel plated or wrought 
bronze fronts. They are light in 
weight and have much greater 
strength and durability than the 
old case iron locks. Loss in profit 
through breakage in transit, han- 
dling or application is eliminated. 
The smooth surface of the steel 
finished in baked japan makes a 
most favorable comparison with 
the old type locks that were rough- 
ly finished. 


Knob Mounting 
The type of knob shank and the 


method of mounting are worthy 
of mention, as the Russwin screw- 
less shank knob has all the ad- 
vantages of the ordinary simplex 
or threaded type with the follow- 
ing additional features, which 
make them ideal knobs to use. 
The outside knob is fastened to 
the spindle by means of a pin 
which is held in place and con- 
cealed by the thimble of the 
escutcheon when in use. The in- 
side knob has an adjustable shank 
which is set up on the spindle by 
means of a wrench, thus affording 
the most accurate and closest pos- 
sible adjustment. These knobs also 
rest on a machine-turned thimble 
and are so made that there is no 
lost play or possibility of the 
knobs working loose and coming 
apart from the spindle. This type 





of knob insures absolute security 
and prevents tampering as it is 
impossible to remove the knobs 
from the spindle without the aid 
of a specially designed wrench. 
This is an ideal knob for school 
house and all public building in- 
stallations. 


Fire Exit Bolts 


Russwin was one of the first 
manufacturers to recognize the 
need for a locking device which 
would assure possitive exit in case 
of panic from school houses and 
all public buildings. Many of the 
basic patents on fire exit bolts 
were held by R. & E. The first 
bolts were a crude arrangement 
of bars, rods and locks, but there 
has been a constant improvement 
made and today Russwin’s “40” 
and “60” lines are recognized as 
among the finest fire exit bolts on 
the market. 

The “rotary action” method of 
operation is an exclusive feature 
found only in Russwin bolts. This 
action is similar to that of a knob 


Interior construc- 
tion of fire exit 
bolt lock case 
and 

tion” spindle. 





and eliminates any possibility of 
binding. Free and easy action is 
guaranteed. The slightest pressure 
on the crossbar is at once trans- 
ferred to the locking mechanism 
of the bolt and immediate action 
is assured. There is not the slight- 
est possibility of binding. 
Another important feature that 
guarantees positive operation is 
the noteworthy improvement in 
lock parts, for wherever possible, 
Russwin lock parts, including the 
master retractor lever, are made 
from extruded metal which im- 
parts the greatest possible strength. 
The latch bolt used in fire exit 
bolt locks is the point of contact 
which holds the door in a locked 
position and unless this bolt is 
retracted, exit is not possible. 
Much has been said by some 
manufacturers, for the method in 
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No. 290 


Hand Picked For Profit 


In these two Rule Display Assortments, 
Stanley has ineluded only the leading sellers. 

Stanley “Zig-Zag” Assortment No. 290 in- 
cludes handsome counter display case, fur- 
nished free. Also the following Stanley 
“Zig-Zag” Rules. 


2—No. 06 4—No. 266 

9— No. 106 4—No. 856F 

4—No. 106F 2 — No. H806 
Retail Value $15.25* 

Stanley “Pull-Push” Assortment No. 291 
includes smart, modern counter display, free 
of charge with the following Stanley “Pull- 
Push” Rules: 

2—No. 1266 1 — No. 7366 

2—No. 1266A 4— No. 6386 

5 — No. 7506 1 — No. 1166 
Retail Value $14.95* 


Sell MORE 
Profit Making Rules! 


Ask Your Jobber For These Assortmentsl 
*Prices slightly higher west of Missouri River. 









Bree - 


Two Beautiful DISPLAY CASES 
To Sell More Rules 














No. 291 



















@ These permanent, molded plastic displays, in 
rich striking colors, with chromium plated trim 
and window front are the finest counter mer- 
chandisers we've ever offered. And they are 
FREE with the two small rule assortments, 
Nos. 290 and 291. Order from your jobber and 
sell more profit making Stanley Rules. 

The “Book of Rules” shows the many sales 
aids available for Stanley 
Rules. It shows how “Green 
End” Rules are made and 
pictures all of the Stanley 
“Zig-Zag” and “Pull-Push” 
Rules. Write for your copy. 





STANLEY TOOL 


DIVISION OF THE STANLEY WORKS, NEW BRITAIN. CONNECTICUT 
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Cut open view showing unique construction of “400” closer. 


which they mold the case, arm 
brackets and rod guides; however. 
Russwin believes the locking 
mechanism within the lock used 
with fire exit bolts is of most im- 
portance, which has resulted in 
the making of lock parts in ex- 
truded metal to guarantee against 
possible breakage. In other words, 
“A chain is just as strong as its 
weakest link,” and no matter how 
the case, arm brackets and rod 
guides are molded, exit is not pos- 
sible unless the latch bolt is re- 
tracted. 

The fact that the top and bot 
tom bolts are automatic and are 
held in a retracted position until 
the door is closed, makes it pos- 
sible to use standard strikes on 
all types. This feature eliminates 
the necessity of detailing sills and 
head jambs. 

The new Russwin rim type of 
bolt is of unit construction. All 
working parts are enclosed within 
the case on the inside of the door. 
It is the building up of one part 
upon the other to form a complete 
unit, each part in proper relation 
to the other, forming a_ perfect 
piece of mechanism. When ap 
plied to the door there is no pos- 
sibility of binding. The smooth- 
ness of action is assured. 

All interior working parts are 
of special hard bronze. Due to 
the few working members within 
the case, all parts are extra large 
and heavy, assuring long life and 
trouble free service. 

Being of one complete unit, the 
rim bolt is applied entirely on the 
surface of the door and no mor- 
tising is necessary. 

Besides these exclusive features. 
the arm bracket in all Russwin 
bolts works on an “Oilite bearing” 
in the housing of the case. This 
is just another distinctive Russwin 
feature which reduces wear to a 
minimum at these points. 
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Ever-Lock Casement 
Adjusters 


A casement adjuster which as- 
sures positive operation and locks 
the casement at any desired angle 
of opening is offered in the Russ- 
win “Ever-Lock” casement ad- 
juster. This adjuster is designed 
to be applied on the surfaces of 
the stool, or it can be applied in 
a pocket under the stool so that 
it is entirely concealed except for 
the handle. This adjuster makes 
possible the operation of out- 
swinging casements without dis- 
turbing the screens. It is fur- 
nished in either solid brass metal 
or galvanized steel. 


Shutter Workers 


Blinds and shutters were always 
a problem where they were de- 
sired to be operative. Russwin 
shutter workers solve this prob- 
lem and make possible the opera- 
tion of blinds or shutters by sim- 
ply turning a crank on the inside 
of the window frame. This worker 
automatically locks at any angle 
of opening or when closed. It is 
furnished in malleable iron un- 
finished for painting. Its cut gear 
guarantees positive and easy oper- 
ation at all times. 


“4.00” Semi-Concealed 
Door Closer 


The first door closer was in- 
vented through necessity and de- 
mand. It was a crude device but 
it served a definite purpose and 
use. 

After that _ first 
there followed a steady develop- 
ment in mechanical construction 
to secure more satisfactory control 
Then 


there was a 


conception, 


and performance. again. 
demand 


definite trend toward concealing 


through 





this device for appearance, but at 
the same time attempting to re- 
tain control and_ performance. 
Thus far no manufacturer has 
been successful in producing a 
totally concealed closer the per- 
formance of which is entirely 
satisfactory from all standpoints. 

The Russwin “400” semi-con- 
cealed door closer was designed 
to offer a maximum of advantages 
and with a minimum of disad- 
vantages, to place performance 
first and to provide appearance 
consistent with performance. 

To Russwin a door closer 
means a mechanism which will 
handle severe door conditions: 
which will close and latch a door 
quietly, yet positively with or 
against severe draughts; which 
is capable of giving any manner 
of control desired; which will give 
a maximum of closing power and 
with a minimum of opening effort: 
and which will have a long life of 
perfect performance. These are 
the mechanical requirements of a 
good door closer. To these we 
add the necessity of good appear- 
ance. We insist, and our insis- 
tence has behind it the experience 
of 40 years of door closer manu- 
facture, that there be no sacrifice 
in the mechanical requirements. 

The top rail of the door was 
selected as the logical place to 
apply the door closer and in 
which to conceal as much of the 
mechanism as was practical. The 
top rail is readily accessible and 
requires few details of special 
construction. Reinforcing costs 


are kept down and there are no 
special details of header or tran- 





The “400” closer applied on door. 
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— be Taylor gifts underneath so 
many Christmas trees that magic morn- 





ae 8 ing, there'll be no counting them at all. 
% i These Taylor Instruments that so accu- 
‘ee, rately tell today’s and tomorrow’s weather 


secrets will interest all your customers. 

There are Christmas profits in them 
too. The special appeal of gifts such as 
these at Christmastime means that thou- 
sands will disappear—like magic—from 
the counters of dealers smart enough to 
put them there. 








Three sentences will be all the selling 











¥ 
-" 
Ms 
’ - Every woman needs this Husbands like wives to 
aa. Bake Oven Thermome- use this Roast Meat 
. er. No.5928. Retail $2.* Thermometer. No 
5936. Retail $1.50.* 
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For the whole family. For Rough Work. Storm 
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. ealonand Chyitlnad Tues 


It pays to help your customers play Santa Claus 
with these popular Taylor gifts 





Thermometer.No.5316 
Retail $1.* tail $2.* 


you have to do. Want to know what they 
are? “Madam, these instruments are made 
by Taylor. (She'll remember that’s the only 
well-known name in the field.) They're 
different. ..smart...accurate...and al- 
ways useful, Each one carries a Five-Year 
Guarantee of Tested Accuracy.” 


To make the most profits, you'll need 
plenty of Taylor Instruments for your 
windows... counters ... and stock. To get 
them, simply call on your regular Taylor 
wholesaler. Taylor Instrument Companies, 


Rochester, N. Y. 





Useful at any window. Every home should have 


remprite Window this Indoor Wall Ther- 
mometer. No. 5109. Re 





Outdoor Men will want For the Weather—wise. 
the Leedawl Compass Fairfax Stormoguide 
No. 2920. Retail $1.* 


No. 2257. Retail $12.* 


*Prices slightly higher West 
of the Rockies and in Canada. 
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Phantom view showing the invisible 
door closer mortised into jamb. 


som bar construction. Partial 
rather than complete concealment 
was decided upon as experience 
has taught us that total conceal- 
ment results in mechanical and 
structural weaknesses. 


Russwin-Newton Invisible 
Door Closers 


Russwin does offer a totally con- 
cealed closer—the Russwin-New- 
ton invisible door closer. How- 
ever, instead of attempting to 
totally conceal this closer in the 
top rail of the door, it is concealed 
in the jamb where the necessary 
space for the closer is available. 
This design permits of a sturdy 
construction. It is independent 
of floor and header, thus these de- 
tails need not be considered and 
the closer can be used wherever 
there is a hinge jamb. It is mor- 
tised like a lock. The fact that the 
Russwin-Newton closer pulls the 
door shut instead of pushing it, 
tends to prevent door sag and 
wear on the hinge knuckles. An- 
other distinctive feature of the in- 
visible closer, as well as the “400” 
semi-concealed door closer, is the 
one size of case for all size spring 
capacities. This feature makes 
mortising, reinforcing and tem- 
plating standard, and all size 
closers are interchangeable in the 
same mortise. 


Checking Pivots 


The Russwin-Newton checking 
pivot was the first device to be 
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developed and placed on the mar- 
ket for control of the only door in 
a building left to slam—the W. C. 
stall door. 

The use of the checking pivot 
on marble, glass and slate frontals 
guarantees positive quiet closing 
and prevents cracked and broken 
frontals, caused by slamming 
doors. On metal partitions, the 
pivot eliminates “metallic clang.” 

The checking pivot is a com- 
pact sturdy device designed for 
the purpose for which it is recom- 


The Russwin-Newton checking pivot 
applied to W. C. stall door. 


mended and provides complete 
control of the door from start to 
stop. 


Russwin Designs 


As stated in the beginning of 
this article, the Russwin organiza- 
tion is equipped to meet the ever- 
growing demand for something 
“new” in builders’ hardware. This 


fact is recognized in the distinc- 
tive new line of modern hardware 
recently offered, for which there 
is an ever-growing demand in resi- 
dential construction. 

Designing true modern hard- 
ware is quite a difficult problem, 
as the designer has but straight 
and curved lines with which to 
work. Many modern designs have 
been offered, but the majority 
have been grotesque, clumsy and 
have not been true interpretations 
of the modern theme. The modern 
designed knobs, levers and han- 
dles shown, we believe you will 
agree, are a true interpretation of 
modern design in builders’ hard- 
ware lock trim. 

Russwin prides itself in the wide 
selection of designs offered from 
early Greek to the very newest in 
modern creations. Every design 
radiates exactness, proportion and 
balance. 

The designs Alamo and Granby 
are two splendid examples of the 
distinctive and exclusive designs 
in the finer cast line of lock trim 
offered by the Russwin line. These 
designs are distinctively different 
from anything offered by any 
other manufacturer, just as are 
the majority of the Russwin de- 
signs. Alamo design is adaptable 
to Spanish or Mission architecture 
while Granby offers a different, 
yet truly Colonial design. 

The Russwin line offers a dis- 
tinctive line of hardware adapt- 
able to residential construction, 
including an exclusive line of sec- 
tional interior door locksets, en- 

(Continued on page 95) 


SAMPLES OF RUSSWIN’S 


MODERN LINE OF 


LOCK TRIM 


(Note all screws are concealed) 
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JACOB LANG, salesman 
for Logan-Gregg Hardware 
Co., Pittsburgh, Pa., whole- 
sale hardware distributors, be- 
gan his business career as a 
hat store salesman at the age 
of 14. Of his entry into the 
hardware business March 1. 
1875, he says, “Times got 
hard and I lost my job. Three 
months later my father, who 
was employed by the Logan- 
Gregg Hardware Co., secured 
for me a position as a bill 
clerk.” For three years Mr. 
Lang served as bill clerk, later 
becoming bookkeeper, which 
position he retained for three 
years. When his doctor or- 
dered him to give up indoor work for the sake of his 
health in March, 1881, he was given a territory. For 55 
years he continued to cover the same territory. On Jan. 1, 
1935, he was given an inside position as he felt that the 
ice on the hills of western Pennsylvania made travel too 
hazardous for a man of his age. Mr. Lang was then told 
by his company that he might take a vacation, for as 
long as he wished and that upon his return he could 
come and go as he pleased. For the past three years he 
has handled sales in the offices of the Logan-Gregg Com- 
pany, spending much of the winter months in Florida. Mr. 
Lang celebrated his 8lst birthday last May and despite 
his years continues to drive his own car. His favorite 
diversion is watching a baseball game. 





JACOB LANG 
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Hardware Age 
Fifty Year Club 


LOUIS S. SHERMAN, 
in charge of the glass depart- 
ment, King & Dexter Co., Port- 
land, Me., celebrated his 80th 
birthday Nov. 1, 1937. Of his 
career he says, “I have worked 
for this company since Nov. 1. 
1874, coming here when I was 
just under 17. When I ap- 
proached Mr. King, one of 
the founders of the business, 
he asked me how much pay I 
expected and I told him I 
didn’t want pay—I wanted a 
steady job. Apparently I got 
one.” In his 64 years as a 
hardwareman he has never 
been confined to bed by ill- 
ness. He has waited on five 
generations of the family of General Neal Dow, known 
as the “Father of Prohibition.” Today he is happy to 
wait on members of the same family. Horse races 
have always interested Mr. Sherman and to this day 
he enjoys watching horses “win by a nose” in a 
“camera finish.” 





LOUIS S. SHERMAN 


E. E. FOSHIER, Des 
Moines, Iowa, hardware dealer, 
had his first taste of the hard- 
ware business as a sales clerk 
in Marysville, Iowa, 62 years 
ago. He was but 14 years old 
when he began to learn the 
hardware business. A_ few 
years later he and his father 
opened a store in Marysville, 
the business later being oper- 
ated by E. E. Foshier and his 
brother. For about 29 years 
the Foshier store was operated 
successfully in Marysville and 
was then moved to Harvey, 
Iowa. Business was going 
along nicely in the new quart- 
ers when a disastrous fire 
burned the store to the ground. For the next 11 years the 
Foshier brothers were in the automobile business in 
Omaha, Neb. As the hardware business appealed to Mr. 
Foshier more than the automobile business he moved 
to Des Moines about 16 years ago and reentered the 
hardware business. Mr. Foshier outlines his liking for 
the hardware business by saying, “I still like the hard- 
ware game and my hobby is keeping an up to date hard- 
ware store. When I commenced selling hardware there 
were no mowing machines or binders. Instead of loaded 
shells we sold shot and caps, wads and power. Large 
iron kettles for making soap were an active item in the 
early days.” Mr. Foshier served as a city councilman, in 
both Marysville and Harvey. As president of the local 
school board he built two school houses, a record of 
which he is justly proud. 





E. E. FOSHIER 
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ELECTRIC CANDLE LAMP MULTIPLE CHRISTMAS TREE LAMPS LUMINOUS CANDLES STANDARD PINE CONE SHAPE 


Amber colored bulbs that fit into In multiple strings, if one lamp goes Candle-shaped bulbsincolors. Made This popular sized lamp comes in 
cardboard candles, series strings out, the rest keep on burning. No for series strings at 2 for 15c and red, white, blue, green and orange. 
only 5c. need to look for burned-out lamps. for multiple strings at 10c each. For series strings only 5c each, 





3 EASY WAYS 10 SELL 


G-E MAZDA CHRISTMAS TREE LAMPS 


ENERAL ELECTRIC Mazpa Christ- 
Gynes Tree lamps are a_ profit-making, 
traffic item for retail stores. You'll sell more 
of these lamps by doing these three things: 
1. Solicit Christmas lighting business from 
schools, churches, and community organiza- 
tons. 


2 tamps for ondy 156 


2. Urge your customers to join local Christ- 
mas home lighting contests sponsored in many 
places by a newspaper, electrical: league, or 
civic organization. Tell them G-E Mazpa 
Christmas Tree lamps will make their dis- 
plays look better because these lamps Stay 
Brighter Longer. * 

3. Display G-E Mazpa Christmas Tree 
lamps in your store windows, on your coun- 
ters, and in your electrical appliance depart- 
ment. Decorate your own store with them. 
And display a reprint of the full page, four- 
color ad shown here, in your window and 
with your Christmas tree lamp displays. 
Ask your G-E jobber for this material. 


ast oth sip sefiay, 


seu ale 10% cack 

General Electric is advertising these lamps in a full-page, 
four-color ad in the December 10th Saturday Evening Post 
and in the December 17th issue of Liberty. The combined 
circulation of these magazines totals about 5,700,000. 


each : LONGER 
souby YOR evel > THEY STAY BRIGHTER 


spe 
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Market Potentials and 





W. C. HUNTER 


N discussing the subject of 
[nsrt potentials and sales 

quotas, we must of necessity 
go back to the fundamentals of 
knowing your own business thor- 
oughly. A few years ago we made 
a survey of our busincss analyz- 
ing it, fact-finding, if you please, 
with the idea of proving the rea- 
son for our being in existence. The 
thought was not original with us, 
as an article appeared in Mill 
Supplies about five or six years 
ago, suggesting such a procedure. 
We may have taken the matter to 
heart, and carried it a bit further 
than a great many distributors. | 
only want to emphasize the im- 
portance of it. 

We divided our business into 
10 groups consisting of the vari- 
ous classes of buyers we serve in 
our locality as follows: 


Group 1—Transportation 


Steam railroads; motor truck 
and bus lines; electric railroads: 
aviation lines. 


Group 2—Public Utilities 


Electric light and power plants; 
gas plants; water works and fil- 
tration. 





*An address before the Triple Mill 
Supply Convention at Pittsburgh, Pa., 
May 9-11, 1938 
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Sales Quotas 


Classifying the industries 
contacted by your business 
is an aid to all departments 
from purchasing to selling 


By W. C. HUNTER * 


President and General Manager, 
The Ross-Willoughby Company, 
Columbus, Ohio 





Group 3—Public Works 


State, city and county institu- 
tions; U. S. Government insti- 
tutions; highway departments. 


Group 4—Basic Industries 


Sand and gravel plants; stone 
quarries; lime plants; coal mines: 
oil refineries. 


Group 5—Contractors 
General construction; sewer con- 
struction; building construction; 


road and paving construction. 
Group 6—Miscellaneous 


Hospitals and hotels; laundries 
and cleaning plants; greenhouses: 
golf courses; oil distributing com- 
panies; clothing and shoe fac- 
tories; concrete products. 


Group 7—Process Industries 


Chemicals; ceramics; rubber: 
fertilizer; glass; paper and straw- 


board. 


Group 8—Food Industries 


Packing plants; canning plants; 
dairy, ice cream and cheese; 
beverages; bakeries; grain eleva- 
tors; ice and cold storage. 


Group 9—Metal Working 
Machine shops; foundries; me- 

chanical machinery; brass, bronze, 

and copper working; forge shops: 


stamping and enameling; steel 

vault manufacturers. 

Group 10—Wood industries 
Logging camps and saw mills; 

furniture manufacturers; box 

manufacturers; sash and door 


manufacturers; shoe case manu- 
facturers. 


We then compiled a list of our 
potential prospects and customers 
under the various headings, with 
the principal items: they would 
naturally use. There we had a pic- 
ture of our business, a panorama 
of our activities, our reason for 
being in existence. We could use 
this list for a variety of purposes. 

We are firm believers in proper- 
ly directed advertising, and our 
advertising department uses the 
lists so compiled, as a guide in 
making up our mailing list of 
prospects, to which literature that 
would prove of interest to each 
group could be sent, thus saving 
duplication, time and _ postage. 
Twice a year, at our semi-monthly 
sales meetings, we hold a round 
table discussion, using the list as 
the subject of our meeting with 
the idea of guiding our salesmen 
in thinking correctly and properly 
grounding them in the elemental 
concept of our business. This has 

(Continued on page 114) 
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EETING in Atlantic City, 

N. J., Oct. 25 to 28, 1938, 

for its Golden Jubilee Con- 
vention, the National Paint, Varnish 
and Lacquer Association met in 
spirited sessions during which it re- 
viewed its activities during the past 
half century and discussed the fu- 
ture course of both the paint in- 
dustry and the association. Among 
those gathered were delegates repre- 
senting the Federation of Paint and 
Varnish Production Clubs; Paint- 
ing and Decorating Contractors of 
America; National Paint Salesmen’s 
Assn., and the National Retail Lum- 
ber Dealers Assn. 

The opening address at the first 
‘business session, Wednesday after- 
noon, Oct. 26, was made by Edwin 
B. George, economist with Dun & 
Bradstreet, Inc., New York City. 
President Ernest T. Trigg, presided. 
Mr. George discussed the “National 
Economic Survey” and remarked 
that there was*not much chance of 
a solution to present-day ills unless 
business is willing to put the real 
facts on the table and government 
is willing to be realistic in dealing 
with them. “For the first time in 
decades we might try to develop pri- 
vate, official, and public understand- 
ing of the true workings of competi- 
tion as a basis for national policies 
that will help us preserve the good 
and get rid of the bad in a system 
that is still the most productive on 
earth.” He urged business to co- 
operate with the government in this 
inquiry both for its own and the na- 
tional good. 

President Trigg delivered his ad- 
dress in which he reviewed the 
progress of the association since its 
inception 50 years ago. He spoke of 
the work before the association and 
the paint industry in connection with 
the industries which it can serve 
and with which it can grow. “As we 
enter the second half of our or- 
ganized progress, we see ahead of 
us practically limitless opportunity, 
the realization of which will depend 
upon our ability, energy, intelligence. 
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Paint Industry in Convention 
Plans for the Future 





ERNEST T. TRIGG 


and vision. We see, too, an accumu- 
lated responsibility for our dealings 
and relations with the public.” 

At Thursday morning’s session, 
William H. Jarden, Jr., warned 
against the practice of offering all 
kinds of premiums in order to cut 
prices or influence a paint sale. This 
practice, he said, was becoming de- 
structive to the profit structure of 
the industry and displacing construc- 
tive sales efforts based on the merits 
of the manufacturer’s own products. 
Premiums of this sort, he remarked, 
should not be confused with the mat- 
ter of free deals with legitimate ad- 
vertising such as window display, 
store display, etc. “Where there is 
a genuine opportunity to add to the 
sum total of business done, such in- 
ducements may properly be in order 
but when offered to regular and con- 
tinuous purchasers, such as painter 
and maintenance accounts . . . the 
result is demoralization, a reduction 
or perhaps elimination of profits and 
nobody benefits.” 


Increasing Interest 


Lyman H. Briggs, director, Na- 
tional Bureau of Standards, told of 
the increasing interest of consumer 
organizations and other groups, 
which have as one of their functions 
the development of information of 
interest to consumers, in standards, 
specifications, quality, grades and 
prices. He pointed out that the in- 


terest of Congress in the Federal 
legislation designed to help the con- 
sumer buy intelligently, is clearly 
shown in bills which have recently 
been introduced. Mr. Briggs ex- 
pressed his gratification with the 
association’s executive committee’s 
recommendation of the universal 
adoption in the industry of formula- 
labeling of exterior house and build- 
ing paints, barn and roof paints, 
floor paint and wall finishes and 
primers, rather than wait for the 
time when the industry might be 
hampered by burdensome and need- 
less government regulation. 

“Quality Standards” was the sub- 
ject of the next speaker, de Lancey 
Kountze, special committee chair- 
man, who discussed the formula- 
labeling situation and the rapid de- 
velopment of consumer pressure for 
such activity on the part of all in- 
dustry. 

Henry A. Gardner, director of the 
scientific section, then told of the 
unlimited opportunities for paint 
sales for brick and stucco dwellings 
and brick factories, warehouses, 
schools, hospitals, public buildings 
and apartment houses. “For every 
100,000,000 gallons of paint that 
would he required to decorate the 
brick end stucco dwellings in Amer- 
ica, there is surely a market for at 
least 300,000,000 gallons to decorate 
and protect the other types of build- 
ings referred to.” He also discussed 
the psychological aspects and prac- 
tical application of paint to brick 
and stucco structures. 

“Building Sales by Deferred Pay- 
ment” was the subject of Bruce Wil- 
son, director, Division of Education, 
F.H.A. “We have learned to buy 
on the basis of the way we receive 
our incomes,” remarked Mr. Wilson, 
“and it seems sound to me to budget 
a man’s outgo the same that an em- 
ployer budgets a man’s income. He 
pays him twice monthly or four 
times monthly, and it seems reason- 
able that he should spend it the same 
way. No item has been sold the 
past 15 years in volume that it has 
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been possible to sell without a de- 
ferred payment plan attached to it. 
Not a single item that has enjoyed 
national sales since 1926 has been 
an item that has not gone into a 
home. 

“There are some 8000 to 10,000 
jobs weekly in the paint business 
directly in terms of residential paint 
sold for modernization. There are 
also some 6000 new home construc- 
tion jobs weekly. Paint manufac- 
turers, if they are to do moderniza- 
tion business in terms of the paint 
retailer’s ability to sell, will have 
to get into the deferred payment 
business. If the manufacturer is 
going to do it in the case of new 
home construction, the same thing 
holds for that. It is absolutely 
necessary to get behind some sort 
of deferred payment plan to make 
it easier for the great 87 per cent 
of our urban families to own on the 
basis of the way they get their in- 
comes.” 

L. M. Cassidy, Johns-Manville Co.. 
New York City, then related some 
of the experiences of his company 
in launching a deferred payment 
plan in the building material indus- 
try. He opined that deferred pay- 
ment selling of home improvements 
is popular with the American public 
and has proven sound from a credit 
standpoint. 


Styling Discussed 


Styling was the main topic of dis- 
cussion at the afternoon session, 
Thursday, Oct. 27. H. Ledyard 
Towle opened the discussions by re- 
marking that “More and more, peo- 
ple are beginning to realize that 
simply painting the exterior or in- 
terior of their homes is not enough.” 
George I. Petroe then discussed the 
activities of the association’s paint 
styling council and recommended 
that it establish a system of field 
men, composed of persons actively 
engaged in the paint business. Rea 
Paul, chairman of the technical and 
fact-finding committee of the council 
reported on the activities of that 
group and discussed the uses for its 
exterior and interior paint and color 
survey. Horace S. Felton discussed 
the ways in which paint styling could 
be used and its future possibilities. 

“The Need for Paint Styling” was 
the concluding talk on this subject 
and was presented by J. Frank 
Jones, of the Painting and Decorat- 
ing Contractors of America. Mr. 
Jones said, “Style has become a habit 
indulged by all. .. . We of the paint 
industry were unquestionably style 
conscious when this new era dawned 
but in a measure stuck to our tradi- 
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tions and continued to sell insurance. 
cleanliness, durability, etc., with a 
certain amount of style thrown - in, 
until we suddenly realized that we 
had not made the most of our styling 
opportunities. 

“Not only do we wish to hedge 
against inroads being made into our 
industry by other businesses, but we 
want to improve and perfect our own 
industry to the point that we can re- 
claim at least a portion of that which 
has been lost and also probably 
make inroads on others. The surest 
way to accomplish this is by out- 
styling the other fellow.” Mr. Jones 
recommended that if the Council for 
Paint Styling were made the style 
outlet for the industry, as well as 
the fact-finding source and given 
the opportunity to originate and sug- 
gest new colors, new ideas for deco- 
ration, and new methods of public 
appeal, it would be the most potent 
factor for the increase of sales. 


A New Approach 


The concluding speaker was Mr. 
Trigg, who remarked that color sty- 
ling gives the paint industry a new 
sales approach and that it should 
be one of the association’s most im- 
portant objectives. 

On Friday morning, the Industrial 
Sales Conference took place. J. 
Heath Wood, vice-chairman reviewed 
the accomplishments of the Indus- 
trial Division since it was organized 
five years ago. He discussed the 
advisability of holding “area meet- 
ings” in order to broaden the di- 
vision’s contacts with the industry. 
He pointed out that its future de- 
velopment depended upon widening 
this contact to include every manu- 
facture of industrial finishes. 

Following this talk, an outstand- 
ing industrial film of the National 
Association of Manufacturers, “Fron- 
tiers of the Future,” was shown. At 
its conclusion, Paul S. Kennedy, 
chairman of the Industrial Division. 
in his address simplified the theme 
of the film and discussed what sci- 
ence had done and is doing to find 
new markets and broaden old mar- 
kets for the manufacture. 

Next came Edgar S. Blackledge, 
chairman of the marine and main- 
tenance group whose subject was 
“Visibility Unlimited,” in which he 
spoke of the sales possibilities of 
maintenance paints. He said, “Vision 
will carry individual manufacturers 
to a point where they create new 
and better products for maintenance 
use and where intelligent selling 
either by the manufacturer, dis- 
tributor, or dealer will make profit- 
able markets. It would be folly to 





disregard the jobber or dealer in 
the sale of maintenance paint be- 
cause so often the local contact is 
so much more intimate than the con- 
tact that can be obtained by an oc- 


casional sale. If we put into the 
hands of sales forces, suitable mod- 
ern materials and give them intel- 
ligent sales presentation, | am sure 
then we will raise the level of main- 
tenance paint to a dignified place in 
our industry.” 

The concluding speaker was H. 
W. Prentis, Jr. president, Arm- 
strong Cork Co., Lancaster, Pa.. 
whose topic was “Patriotism and 
Sound Industrial Practices.” Mr. 
Prentis warned, “If, you and I and 
millions of other American citizens 
do not awake from our lethargy and 
devote our time and energy to the 
maintenance and strengthening of 
our economic, political, and religious 
system, most of us here will live to 
see the direful day when highly cen- 
tralized Federal control amounting 
to dictatorship will be hailed as the 
only way out of the mire of our 
financial and social chaos. National 
economic planning would be impos- 
sible unless we are willing to sacri- 
fice not merely our American system 
of private enterprise but representa- 
tive democratic government and ullti- 
mately spiritual freedom as well. 

“If industry does not put itself 
under appropriate self-restraint; if 
industry does not itself condemn im- 
proper practices; if industry itself 
does not bring about the correction 
of abuses by pointing the way to 
the establishment of ethical pro- 
cedures, we can be sure that those 
who would change and destroy the 
American system of free enterprise 
will eventually attain their end.” 


Officers Elected 


The following officers and direc- 
tors of the National Paint, Varnish 
and Lacquer Association, Inc., were 
elected by unanimous vote at the 
closing session: 

Vice-president, Frank L. Sulz- 
berger, Enterprise Paint Mfg. Co., 
Chicago, IIl.; treasurer, S. R. Mat- 
lack, Geo. D. Wetherill & Co., Phila- 
delphia, Pa., and the following zone 
vice-presidents: New England, Wil- 
bur L. Rice, U. S. Gutta Percha 
Paint Co., Providence, R. I.; eastern 
zone, David H. Litter, D. H. Litter 
Co., New York City; central zone 
(reelected), Milton K. Pine, The 
Muralo Co., Chicago, Ill.; southern 
zone, E. P. Kelly, Peaslee-Gaulbert 
Paint & Varnish Co., Louisville, Ky., 
and western zone, R. P. Prentys, Na- 
tional Lead Co., San _ Francisco, 
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Columbian rope is tough because our own buyers, living 
in the best fibre-producing section of the Philippines, select 
only the correct quality fibre grown in the best fibre sections 
of the islands. 

Columbian rope stays tough, too—because the fibres are 
individually lubricated to minimize internal friction and 
wear. It stands heavier strains, takes harder knocks and lasts 
longer. Thoroughly waterproofed, it stays flexible and easy 
to handle even when wet. 


COLUMBIAN ROPE COMPANY 
352-80 Genesee Street, Auburn, “The Cordage City,” N. Y. 


COLUMBIAN 


Tape-Marked, Pure Manila Rome 
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Resale Price Agreements 
and Fair Trade Laws 





Miles E. Robertson, general manager, Oneida, Ltd., Oneida, N. Y., tells 
joint Manufacturers and Wholesalers Wednesday session of his com- 
pany’s experience with the execution of resale price agreements under 
the Tydings Miller Act and State fair trade laws. Believes fair trade 
laws are fair but successful operation can only come by support from 


all branches of trade. 





OU know, I think we busi- 

ness men talk among our- 

selves too much. A good 
many of us agree with what is 
being said, and then we talk on 
the sleepers and in this place and 
that place, and what do we do 
about it? I have attended this 
session, and I have attended 
about five conventions this year. 
There are always speakers who 
agree with us, and some day I 
expect to attend a convention 
where somebody will say: “Now, 
what are you going to do about 
it?” because that would be very 
important. 

Let us make no mistake about 
it. There is a good reason why 
all this is happening. I am not 
a historian or an economist. I 
am just going to deal in simple 
arithmetic. I have always fig- 
ured that about 10 per cent of 
the people in the United States, 
or in any other civilized society, 
have ambition and initiative of 
their own, and this given per- 
centage has enough money so 
that they are not worried about 
where their next dollar is com- 
ing. Their bellies are full and 
their backs are clothed. About 
40 per cent of the people are 
always’ individualistic. They 
don’t believe in collectivism. 
They depend on the state of the 
nation at a particular moment. 
They swing their votes. If busi- 
ness is bad, then they go toward 
collectivism, if business is good, 
then they are individualists. 
Then there are about 40 per cent 
who are going to work for some- 
body at low wages anyway, and 
that is about the way any civil- 
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ized society shapes up. Then we 
who are, theoretically, these 
capitalists, are very disturbed 
when the two forces get to- 
gether. That is really what hap- 
pened—the two forces got to- 
gether. 

It is a habit in our business at 
the end of the year to divide the 
net profits, whatever they are, 
fifty-fifty, 50 per cent to the em- 
ployees and 50 per cent to the 
stockholders, many of whom are 
also employees in our business. 
I showed that chart to 2200 at 
our parent plant at Oneida. Then 
I had to go to Niagara Falls— 
we have some plants up in Can- 
ada—and when I came back to 
Oneida—I also told the men that 
there was no profit bonus in 1936 
because we didn’t have enough 
net profit remaining for a bonus 
—three days later the superin- 
tendent said to me: “You made a 
lot of the boys go into a new 
political party.” I said: “What 
do you mean?” “Well,” he said, 
“the boys are now saying that 
the bonus went out in taxes, and 
they don’t quite like that idea.” 


od 


Note: Limitations of space 
made it impossible to in- 
clude this address in the 
story of the Atlantic City 
Convention in the issue of 
Oct. 20. In view of the in- 
terest this address created 
at the convention, we are, 
therefore, publishing it 
practically in full in this 
issue of Hardware Age. 


Maybe some of us have gotten 
away from people too much. If 
you are going to keep in your 
class, you are going to get stuck. 
You have to move out of that 
class, if it is a class, and you 
have to believe those people do 
want your help, and you have to 
work with them. Until we start 
making public opinion at the 
crossroads (and that is where 
it is made) instead of all get- 
ting together and saying: “Isn’t 
this a hell of a situation,” we 
aren’t going to get very far. 

I read somewhere that the 
Hardware World made a survey 
and some 1400 manufacturers in 
the hardware business had 
availed themselves of Fair Trade 
Laws. (Editor’s Note: This sur- 
vey was made by HARDWARE 
AGE.) That means that my sub- 
ject is something like the fellow 
who comes along and says: “Say, 
Joe, did I ever tell you about my 
operation?” You know that fel- 
low; he always bores you pretty 
much. When I read this subject, 
I wondered if I was going to be 
that fellow who wants to talk 
about his operation. On the other 
hand, there may be some manu- 
facturers on the fence, trying 
to decide whether they are going 
to do it this way or that way, 
and there may be some whole- 
salers here who are interested in 
knowing what their responsibil- 
ity is. To those people this will 
be simply a recital of facts, be- 
cause I think you are a fact-find- 
ing body and you want to know 
the facts. 

Let me say in the very begin- 
ning, I am not here to sell any- 
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HOUSEHOLD 
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EVEREDY 


Broom Badly REGULAR CASSEROLE 


Smart dealers from coast to coast are 
“cashing in” on the extra profits this beau- 
tiful cooking-serving utensil produces 
throughout the cold months! 


It’s a glorious combination of genuine, 
old-fashioned earthenware (the unquali- 
fied choice of good cooks for generations ) 
and cheery, modern chrome. The rich, 
lustrous 114-quart “Brown Betty” dish 
is mounted on a graceful, sparkling, cir- 
cular chrome tray (1114” diameter) 
and topped by a gleaming, arched, heat- 
retainer cover. 


The “Brown Betty” Regular Casserole 
is an item to feature during the chilly 
weather . . . to create extra sales activ- 
ity and, best of all, extra profits. Popu- 
larly priced! 
New SPEEDY-CLEAN and 
BROWN BETTY CATALOG 
Just off the press! Fully illustrated... a full line of 





profit-producers! Send for your copy before tonight! 





‘The EVEREDY C- 


3 EAST STREET, FREDERICK, MARYLAND 
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PLASTIC BASES 


Cash-in on COLOR with these sensational new Androck 
Household Hooks! Beautiful, new, jewel-like plastic 
bases in red, green, blue, yellow, white and black — 
popular, fast-moving colors — colors that are solid all 
the way through and will not fade or chip off! Here is 
a wealth of arresting new eye-appeal—and that means 


SALES APPEAL! 


ASK YOUR JOBBER FoR DEAL NO. 300 
DEAL NO. 300 consists of three gross of these color- 


ful, new household hooks — fast-selling size — conve- 
niently packaged in a partitioned box (1% gross each of 
six colors), complete with attention-getting display card. 
The unit occupies only 5” x 9” of counter space, and, 
placed next to your cash register, will sing a song of 
profits all day and every day! 
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BULK PACK consists of 1 gross shelf carton — solid 
colors. See your jobber today or write us for complete 
details and prices. 


THE WASHBURN COMPANY 


Worcester, Mass. *© Rockford, Ill. 
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thing. You are going to make 
your own interpretations and I 
don’t want to have it wrongly 
interpreted. 

Perhaps I should identify my- 
self so that you can say or not 
say: “That fellow’s problems 
are different from mine.” As 
you know, that is our finest ex- 
cuse. We are national distribu- 
tors and manufacturers of sil- 
verware, several trade - mark 
lines. We nationally advertise 
them; we use the wholesaler- 
retailer type of distribution in 
about 80 per cent of our lines. 
Our major distribution channels 
are jewelers, hardware stores. 
and department stores, with the 
major emphasis on jewelers. 

There are 43 states that have 
Fair Trade laws. We issue con- 
tracts in all 43 states. Our con- 
tracts cover the fact that not 
only shall the wholesaler main- 
tain the prices but the retailer. 
And we also require that jobbers 
shall not sell to consumer. 

We started with our test in 
California and Illinois. These 
were the first two states, and 
they were good test states. Cali- 
fornia had many _ upstairs 
jewelry stores. Illinois had the 
big city of Chicago which had 
some areas that were productive 
of very low prices. We worked 
with them and learned how to 
operate. Those were the test 
states before we put the con- 
tracts in all states. 

As the previous speaker told 
you, you realize the loopholes 
have now been blocked. You 
now bind the non-contractor, 
which was the previous loop- 
hole, so that if you have a con- 
tract with any given retailer in 
any state, as long as you have 
given knowledge to all other re- 
tailers, they are bound whether 
they like it or not. 


Utilize the Law 


The first point is, why didn’t 
we avail ourselves of the law. 
We have always believed in re- 
sale price making. Many of you 
men in the hardware business, 
particularly the wholesalers, will 
remember years ago when we 
had steel traps. Long before the 
anti-trust laws we used to have 
contracts, and they were con- 
tracts. Some of you older men 
will remember one year in which 
we held back all the profits. We 
sold at the dealer’s price, and if 
it was proved that you cut the 
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price any time during your sale 
period, we withheld your profit 
and gave it to charity. 


The Second Reason 


The second reason: When I 
say we believe in it, I must also 
say that we have spent quite a 
litle money in it. It is only 
about 12 years ago that the Fed- 
eral Trade Commission brought 
action against us for price main- 
tenance, and I must have some 
record, as I spent 55 straight 
hours on the witness stand, as a 
Government witness. It was 
quite a rough job. One of the 
essential points was whether you 
could put a price ticket in a 
package. We won that case. We 
broke trail then. It took about a 
year and a half to fight that 
case. Another reason we did it 
was because all the wholesalers 
and retailers have wanted it. 
They have been engaged in a 
fight for 25 years to try to have 
price maintenance on branded 
articles, and we who believe in 
wholesaler-retailer type distribu- 
tion, and who also believe in 
anchoring ourselves to whatever 
is the most secure thing for the 
future, as well as in anchoring 
ourselves to what is the basic 
integrity of the trade-mark, we 
anchored ourselves to it, and we 
believe in it in that sense. Be- 
fore we did it, we examined our 
own profit structure because we 
believe in the modern social 
philosophy. I don’t say neces- 
sarily that standardized retail 
margins mean higher consumer 
price. Time has not elapsed suf- 
ficiently to prove that point, but 
it is possible they might; there- 
fore, any manufacturer who is 
fair with himself and fair with 
his problem, wants to be sure 
that he does examine his own 
profit structure. Thus, we did 
that, and we believed it was fair. 
After all, there are over 5,000,- 
000 people engaged in the retail 
and wholesale end of merchan- 
dise, and it seemed to us that 
they have just as much a right 
for fair profits and net profits 
resulting from it as has the 
farmer for higher farm prices 
and the laborer for higher 
wages. That seems to be com- 
mon sense. 

We entered into it as though 
it were a contract, but not a 
written one. In Mr. Janney’s 
words it would read something 
like this: “We, the manufac- 
turer, agree to put out contracts 


and enforce them if you, the 
wholesaler, and if you, the re- 
tailer, who believe in these Fair 
Trade Laws and retail price 
maintenance agree to push, ad- 
vertise, and counter display our 
goods.” That is the contract be- 
tween any manufacturer and any 
retailer, distributor, that goes 
into it. You can change that. It 
can be either a contract between 
us and them, or the reverse. 
We have had to learn through 
experience, and so let us discuss 
what we have found because our 
findings may have some value to 
certain of you manufacturers, 
and our findings may have some 
value to certain of you whole- 
salers. We have found that the 
majority of the wholesalers and 
the majority of the retailers are 
heartily in favor of resale price 
maintenance, and they will keep 
our price. A recent poll taken 
by The Jewelers’ Circular-Key- 
stone showed that 95 per cent of 
the retailers in the jewelry field 
are thoroughly in favor of re- 
sale price maintenance; so that 
one of our first fears has been 
overcome because we _ didn’t 
know whether they would merely 
talk about it or whether they 
would really keep the price. 


All Cases Cleared 


We have had about 55 cases— 
I am classifying those situations 
that we remedied by legal means 
and those which we remedied by 
repeated conversations, etc., by 
our executives from our home 
office and our field department. 
Each and every one of the 55 
have been cleared. There are, 
approximately, 200 other known 
price cutters in our trade who 
automatically start price cutting 
when we put out contracts, or 
who shortly thereafter, by the 
work of field salesmen and mana- 
gers, stop price cutting. We 
have, of course, some tough ones 
to crack still. 

As Mr. Janney said this morn- 
ing, if you can get the goods 
and if your legal steps are right, 
it means little more than going 
before a judge and laying down 
a promissory note in the sense 
of getting adequate action. 

I don’t want to leave you with 
the impression that the silver- 
ware business is a cut-price busi- 
ness, but there was enough cut 
price to indicate that something 
should be done, and, after all, 
things were getting to a climax. 

(Continued on page 108) 
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DAZEY 
TRIPLE ICE 
CRUSHER 


NEW! AA sure fire gift-sale 
leader. It has beauty, swank, 
style. Crushes ice fine, medium, 
coarse, 


REGULAR MODEL $3.75* 
DELUXE (Chromium) $5.75* 


DAZEY 
QPN- SEAL 


Ranks second Pia to Dazey DeLuxe Can 
Opener as a home necessity. Opens all types 
of container . . . seals air tight, too. An 
ideal gift for the woman who does a lot of 
preserving, fruit canning, etc. 

RETAILS FOR $1.79* 





DAZEY SHARPIT 


A swell gift for the home handyman as wel! 
as the housewife. Always — a big spurt at 


this time of year. ETAIL, $1.58* 
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DAZEY 
NUT CRACKER 


NEW! Made to order for the season 
and your sales will show it. Its hand- 
some appearance and superior efficiency 
will set mew records for nut cracker 
sales. RETAILS FOR $1.39* 


DAZEY 
SUPER 
JUICER 


Always a gift- 
sale headliner be- 
cause it combines 
utility with exceptional 
beauty. Pays well for good 
display. RETAIL, $1.89* 





—— — 
DAZEY 
CAN OPENERS 


Three models headed by the “Old 
Reliable’ DAZEY DELUXE. It never 
fails to make stellar showing at this sea- 
son. Retail prices as follows: 

DELUXE, $1.79*—SENIOR, $1.49* 
JUNIOR, $0.78* 
*Minimum retail prices: 

West of Rockies. 





slightly higher 
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SANTACLAUS DISPLAY CARDS 


Santa Claus display cards furnished last 
year made such a tremendous hit that we're 
back again this year with a new and larger 
supply. Get plenty of attention and make 
plenty of sales when used as illustrated in tip- 
topping displays of Dazey items. Order direct 


from factory 





Nothing Boosts Xmas 
Season Profits Like 
Boosting DAZEY 
KITCHEN HELPS 


Season after season has proved the 
statement above to be no idle boast. 
Dealers who have consistently given 
DAZEY KITCHEN HELPS every 
reasonable advantage in display, ad- 
vertising and personal selling, have re- 
peatedly told us that such promotion 
really does pay! But benefits do not 
ceaze when the holidays end. Extra 
promotion before Xmas is invariably 
followed by continued above-normal 
sales long after New Year’s day due to 
the extra-forceful pre-holiday remind- 
ers or to folks having received DAZEY 
devices as gifts and wanting more. 

Of course you want your share in this double 
barrelled profit opportunity. So, make sure you 
have enough DAZEY KITCHEN HELPS, 
especially the new DAZEY TRIPLE ICE 
CRUSHER and DAZEY NUT CRACKER. 
also fresh, attractive display material. Call in 
your jobber’s salesman NOW! 


Dazey Churn & Manufacturing Co. 
Dept. R-193 4307 Warne Avenue, St. Louis, Mo. 
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ANDREWS PREDICTS STATES 


WILL ADOPT WAGE-HOUR LAWS 


(Washington Bureau 
of HARDWARE AGE) 


Retail stores whose interstate 
business amounts to more than 
50 per cent of their total business 
must adhere to the minimum 
wage and maximum hours pro- 
visions of the wage-hour law, ac- 


cording to an interpretive bul- 


letin prepared by the Wage-Hour 
Division of the Department of 
Labor. 

The law provides that retailers 
are exempt from the minimum 
wage and maximum hour pro- 
visions, but if the greater portion 
of their sales is made across state 
lines, the law says they must 
comply. In the new interpretive 
bulletin the Division has con- 
strued “greater” as meaning more 
than 50 per cent of their business. 

Since the law became effective 
Oct. 24, and since he was sworn 
in as administrator, Elmer F. An- 
drews, former New York State 
Industrial Commissioner, has at- 
tempted to minimize the impor- 
tance of distinguishing between 
interstate and intrastate business, 
insisting that the time is not far 
away when most states will have 
minimum wage and maximum 
hour laws patterned after and 
dovetailing with the Federal stat- 
ute. Obviously, if such a de- 
velopment materialized, the Wage- 
Hour Division’s troubles with so- 
called borderline industries would 
be reduced substantially since 
there would be no question about 
the law’s applicability. 

The Administration is bending 
every effort to interest state gov- 
ernments with the necessity of 
adopting a standard minimum 
wage and maximum hour law. 
Such a standard will be the prin- 
cipal subject for discussion when 
governors and labor department 
representatives from various states 
convene in Washington on No- 
vember 14, 15 and 16. This 
meeting will be the fifth annual 
national conference on labor leg- 
islation and while it is the 
recognized purpose of the meet- 
ing to encourage the enactment 
of state labor laws, the sessions 
this year, from all indications, 
will concentrate on uniform mini- 


mum wage laws with the Ad- | 





ward to make the Federal wage- 
hour law infinitely more effective 
by obtaining greater cooperation 
from the various states. 

Section 15 of the law, under 
which the sale of goods pro- 
duced in violation of the statute 
is prohibited and a $10,000 fine 


or six months’ imprisonment is 


imposed, also is coming into the 


limelight as administration of the 
act gets under way. Administra- 
tor Andrews has said that where 
there is evidence of collusion, 
where a person buys with the full 
knowledge that the goods are 
manufactured contrary to law, 
Section 15 ought to be vigorously 
enforced. On the other hand, he 
takes the position that he doesn’t 
want the provision to work a 
hardship on a person who makes 
an honest mistake. 

Any labeling of goods to indi- 
cate compliance with the law will 
not require the approval of the 
Wage-Hour Division and neither 
does the administrator prescribe 
any rules in this respect if such 
labels are used. Andrews has 
said that any attempt in this 
directidn will be purely an ar- 
rangement between the manufac- 
turer and the distributor. 


JERSEY SALESMEN PLAN 
PARTY, NOV. 27 


The Hardware and Allied 
Travellers Assn., 786 Broad St., 
Newark, N. J., will hold its first 
annual entertainment and dance 
on Sunday evening. Nov. 27, 
1938 at the Robert Treat Hotel, 
Park Place, Newark. Music and 


entertainment will be provided | 
by WOR artists and the proceeds 


will go to the association’s sick 


benefit fund. 


VALSPAR ACQUIRES PAINT 
AND VARNISH FIRM 


The Valspar Corp., 11 E. 36th 
St., New York City has acquired 


the paint and varnish business | 
of Edward Smith & Co. Long | 


Island City, N. Y., from the heirs 
of the late Maitland Dwight. 
Edward Smith & Co. founded 


in 1827 is one of the oldest 


. . . . | . . . 
ministration leaning over back-!| paint and varnish concerns in 


72 
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the country, specializing in the 
marine and_ yacht _ business. 


stated that no 
changes were contemplated in 
the Edward Smith & Co. or- 
| ganization and that the business 


of Valspar, 


pendent unit. 





GLIDDEN CO. PURCHASES 
BILLINGS-CHAPIN CO. 


The Glidden Co., Cleveland, 
| Ohio, has purchased the business 
| of the Billings-Chapin Co. of thai 
city. including inventories, ac- 
counts receivable, trademarks, 
brands, formulae, good will and 
the right to use the Billings- 
Chapin name. 


L. P. HERMES NOW WITH 
ALBERT STEINFELD & CO. 


L. P. Hermes has become as- 
sociated with Albert Steinfeld & 
| Co., Tucson, Ariz., as manager 
| of its hardware division. For the 
past 21 years he was manager of 
the general hardware department 
of the Momsen-Dunnegan-Ryan 
Co. of El Paso, Tex., and pre- 


city sales department for the 
Bullard & Gormley Hardware 
Co. in Chicago. 

Mr. Hermes has many friends 





hardware 
East and on the West Coast. He 


western Wholesale Hardware Dis- 
tributors Assn. composed _ of 
wholesalers in Arizona, New 
Mexico and West Texas. 





L. P. HERMES 


Thurlow J. Campbell, president | 


would be conducted as an inde- 


viously was in charge of the | 


in the steel industry and among | 
manufacturers in the | 


was twice president of the South- | 


| STARLINE APPOINTS MINOT 
| GENERAL SALES MANAGER 


H. B. Megran, secretary of 
Starline, Inc., at Harvard, [lli- 
nois, manufacturers of dairy barn 
equipment, has announced that 








CHARLES A. MINOT 


| Charles A. Minot has been ap- 
| pointed general sales manager. 

Mr. Minot has been associated 
with Starline, Inc., for 25 years 
and is well known throughout the 
| industry as an authority on mod- 
|ern barn design and equipment. 
During his many years of activ- 
| ity in the advertising and sales 
| promotion department, he has 
| been responsible for many of 
| Starline’s aggressive sales poli- 
cies. In his new duties, Mr. 
| Minot expects to spend even 
' more time in the field developing 
| merchandising helps for Starline 
dealers. 


J. C. PUSHEE & SONS, INC.. 

PROMOTES THROCKMORTON 
At a_ stockholder’s meeting 

Oct. 27, of J. C. Pushee & Sons. 

Inc.. 3 Randolph St., Boston. 

Mass., manufacturer of paint and 
' varnish brushes, B. K. Throck 
morton was elected treasurer and 
general manager and Frank FE. 
Gallagher was elected vice-presi 
dent in charge of sales. 

Jack Gallagher has been ap 
| pointed to cover the mid-western 
| territory with headquarters in 

Chicago, II. 
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NEW BUILDERS’ HARDWARE GROUP 
PLANS EDUCATIONAL PROGRAM 


The first definite promotion of 
the newly-organized Builders’ 
Hardware Association of Cali- 
fornia decided upon at the Octo- 
ber meeting in Los Angeles is a 
program of education, according 
to Jack Scull of Scull and Com- 
pany, Los Angeles, secretary of 
the new organization. 

The program of education will 
be aimed at architects, contrac- 
tors, builders and in some in- 
stances prospective home owners. 
The main thought to be put over 
in the early stages of the cam- 
paign will be to teach the proper 
ratio of the investment in build- 
ers’ hardware to the whole in- 
vestment, 

Work of perfecting the organ- 
ization of The Builders’ Hard- 
ware Association of California 
has been going on for about a 
year. An organization committee 
was appointed consisting of 
Frank Ames of West and Com- 
pany, Jack Scull of Scull and 
Company, Frank Seabott of The 
Seabott Hardware Company, 
Leon Rope of The Red Feather 
Materials Company,, and Floyd 
Westerdahl of the Imperial Val- 
ley Hardware Company. The first 
four are Los Angeles firms and 
the last a Long Beach firm. 








This committee put in two 
months learning the sentiments 
of the builders’ hardware men 
throughout the area and called 
a second meeting in December, 
1937, to report that the time 
was ripe for organization. Officers 
were elected as follows: 

President, 
West and Company; secretary, 
Jack Scull of Scull and Com- 
pany; treasurer, Daniel C. Hay 
of the Daniel C. Hay Company. 
A board of directors was organ- 
ized consisting of these officers 
plus Leon Rope of the Red 
Feather Materials Company, 
Frank Seabott of The Seabott 
Hardware Company, and Floyd 
Westerdahl of the Imperial 
Hardware Company. 

There are now 23 firm mem- 
bers, 47 associate members and 
two honorary members, all in the 
Los Angeles metropolitan area. 
There are 54 firms in the metro- 
politan area whose memberships 
will be sought and about 155 in 


the southern California area. 


The objects of the association 
briefly are as follows: To encour- 
age proper and economic trade 
relations; to effect a closer co- 
operation among members; to 
clarify channels of distribution; 


Frank Ames of | 


to make a more careful study 
of the economy of distribution; 
to bring the members into closer 
contact with the manufacturers, 
and to discourage chiseling. 

All monthly meetings held on 
the third Tuesday of the month 
are practical as well as social 
in character, the aim being to 
have a speaker who is a definite 
authority on some phase of the 
business. 

The membership requirements 


| are as follows: “Any person, firm, 





or corporation engaged in the 
selling of builders’ hardware, 
having an established place of 


| business, maintaining a suitable 
builders’ hardware display room. 
and having a personnel capable 
of scheduling builders’ hardware 
from plans and _ specifications. 
may designate a representative 
who shall be eligible for mem- 
bership.” 

The membership fee for the 
firm member is $10 per annum, 
and for the associate member, 
$1.50 per quarter. However, a 
firm with places of business in 
different cities is required to pay 
| the firm membership for each 
| city represented. 











SAN FRANCISCO WAREHOUSE 
STRIKE CALLED OFF 


San Francisco’s warehouses 
are operating again after being 
closed for 10 weeks due to labor 
difficulties. 
were thrown out of work by the 
dispute which CIO unionists 
called a “lockout,” and which 


employers insisted was really a | 


strike. The trouble began when 
workers at 
refused to unload a hot freight 
car, and employers closed down 
shop. 

Six hardware wholesalers were 
among the 137 firms affected. 
They are Baker, Hamilton & 





Pacific Co., Dunham, Carrigan 


Over 3000 workers | 


affected warehouses | 


/& Hayden Co., Sellar Brothers & 
| Co., M. Seller Co., Sloss & Brit- 
| tain, and Solbach & Nusbaum. 
Employers won their main point. 
| a master contract for all ware- 
| houses, which they demanded on 
|the grounds that “employers 
should be able to bargain col- 
lectively, if labor can.” Other 
disputed points, wages, hours, 
vacations, and other conditions 
not specified in the master con- 
tract will be the subject of a 
30-day period of negotiations. 
Paul Smith, executive editor of 
the San Francisco Chronicle, 
acted as strike mediator. 


PICKET LINES FORM BEFORE SAN FRANCISCO HARDWARE STORES 


San Francisco, by reputation a strong union town, found the recent retail. strike too much to take. 





> 7) () 
& MOR! 


Picket lines did not mean 


a cessation of business for the retail stores as they have in the past for other branches of commerce, for all the stores remained 


open for business and reported a good volume. 


The union that called this strike, A. F. of L. Retail Department Store Local 


1100, failed to get the unanimous support of the employees. Many do not belong to the union and many who do, did not heed 


the strike call. 


The affected hardware and housewares stores—Palace Hardware Co., Charles Brown & Sons, whose stores may 


be seen above, were less hard hit ihan other San Francisco retail establishments. 
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Southern California Hardware Dealers at the Association’s Seventh Annual Hardware Conference 


165 ATTEND CALIFORNIA 
HARDWARE CONFERENCE 


Approximately 


thusiastic listeners and visitors to 
the sessions and exhibits at the 
seventh annual Hardware Con- 
ference, held October 25, at the 
Hotel Huntington, Pasadena, 


| 
| 
| 


Calif., under the auspices of the | 


Southern California Retail Hard- 
ware Association. An informal 


banquet, given in the evening, | 


attracted an attendance of 300, 


| for Greater 


composed largely of hardware | 
retailers, manufacturers’ repre- 
sentatives, wholesalers, their 


clerks, and their wives. Enter- 
tainment was arranged for by a 
group of local Pasadena retailers 
known as the Crown Hardware 
Club. 

The subjects were timely and 
interesting and were designed to 
help the dealers plan ahead and 
to encourage them regarding the 
work to be done if they were to 
enjoy increased The 
following are the speakers and 
the subjects that they discussed: 

“Competition,” by J. B. Holo- 
man, Arcadia Hardware Co., Ar- 
cadia; “Ammunition Situation,” 
Plummer Bruns, McFadden-Dale, 
Santa Ana; “Tools and General 
Hardware,” Maurice Hellman, 


business. 


Hellman Hardware Co., Los An- 
“Necessary 


geles; Store and 


165 hardware | Display Promotion and a Busi- 
dealers were interested and en- | 


ness Survey,” H. L. Johnson, 
Orange Hardware Co., Orange; 
“Our Jobbers’ Outlook for Holi- 
day Volume and Next Year,” B. 
J. Badham, president, Hoffman 
Hardware Co., Los Angeles; “As- 
sociation Trade 
mittee an Aid to Members,” Don 
Webb, Glendale Hardware Co., 
Glendale; proposed Southern 
California Radio Program for 
Hardware Merchants; and “Plans 
National Hardware 
Week in 1939,” Paul H. Romp- 


age, association president. 


MANNING -BOWMAN GETS 
ZEPHYR ELECTRIC RAZOR 


Manning, Bowman & Co., elec- 
tric appliance manufacturer of 
Meriden, Connecticut, has 
quired Zephyr Shaver Corpora- 
tion’s “Zephyr” Electric Safety 
Razor. The razor, to be known 
as the “Manning-Bowman Zephyr,” 


Relations Com- | 


ac- | 


is now available through Man.- | 
ning-Bowman_ distributors. A 
large national advertising cam- 


paign on the Manning-Bowman 


Zephyr has already begun, to con- | 


tinue this fall in the Saturday 


| 








Evening Post, Life, Time, Es. | 


| quire, American Magazine and 


Collier's. In addition, the com- 
pany is furnishing a complete 
dealer merchandising program, 
including window and counter 
displays, mailing pieces, news- 
paper advertisements, etc. 


NEW FIBER GLASS 
COMPANY FORMED 


Formation of the Owens-Corn- 
ing Fiberglass Corp. to produce 


varied products from glass has | 


been announced by its joint 
owners the Corning Glass Works. 
Corning, N. Y., and the Owens- 
Illinois Glass Co., Toledo, Ohio. 
The products to be made promise 
revolutionary developments in 


fields of insulation, construction, | 
the | 


and industrial design, in 


opinion of the sponsors. 





NORGE ADVANCES O’HARRA 
AND ZIMMERMAN 


Howard E. Blood, president of 
Norge Division, Borg-Warner 
Corporation, Detroit, and execu- 
tive vice-president of the parent 
organization, announces the ad- 
vancement of M. G. O’Harra from 
eastern sales manager to vice- 
president in charge of sales of 
Norge Division, and the advance- 
ment of P. B. Zimmerman from 
his post as vice-president in 
| charge of sales to that of vice- 
— and assistant to the 
president. 
| In his new _ position, Mr. 
| O’Harra will direct the entire 
| sales activities of Norge Division. 
|He has been associated with 
Norge since 1930 when he came 
from the United States Rubber 
| Company, where he had been 














Headquarters will be in Toledo | 


with New York City offices at | 
| 718 Fifth Ave., New York City. | 


Board chairman of the company 
is Amory Houghton, president of 
the Corning Glass Works and 
the president is Harold Boeschen- 
stein of the Owens-Illinois Glass 


Co. 





Dealers, wholesalers, manufacturers, and their wives at the informal banquet held the evening of 


the annual Hardware Conference. 


PAUL B. ZIMMERMAN 


| 
general sales manager of the G 


|& J Tire Company Division. He 
| was instrumental in the establish- 
|ment of the Norge Corporation 
of New York as a facto-y branch 
and directed the sales activities 
| of Norge in the eastern part of 
the country until 1935, when he 
was brought to Detroit and made 
vice-president and general sales 
manager of the Detroit Vapor 
Stove Division, Borg-Warner Cor- 
poration. In this capacity, he 
also served as sales manager of 
the Norge Range Division. 

A few months ago, Mr. O’Harra 
was again made sales manager 
of the eastern territory, his head- 
quarters remaining in Detroit. He 
has been closely associated with 
Norge distributors and dealers 
during the past eight years and 
intimately known by every 
Norge distributor and by a large 
portion of the dealer organization. 

Mr. Zimmerman, for the past 
year vice-president in charge of 
sales, becomes assistant to Mr. 
Blood and will have an important 
| part in the further development 
of Norge plans which are under 

way for the future. 


is 
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order from your jobber. Display them and you'll see them move in a hurry. 
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Dr. Seuss 


"Say, what is this strange power you got?” 


"Only the power of suggestion, son. Let ‘em 
come in for a box of tacks or sump'n, and | 
suggest plenty." 














Sold in the distinctive 
Red, Black and White 
Packages 
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EAST JAFFREY, N. H. Copr. 1938 sy W.W. CROSS &CO.. INC 
WRITE FOR DETAILS OF DISPLAY STAND OFFER 


Theyre Uniformly Strong 
Not a Cripple in a arboud 
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RULING CLARIFIES QUESTIONS 
UNDER WAGES-HOUR LAW 


(Washington Bureau 
of HARDWARE AGB) 

Employers subject to the wages 
and hour law will not be per- 
mitted to work their employees 
an average of 44 hours a week 
ove- a two-week period, under a 
ruling made by the legal division 
of the Wage-Hour Division of 
the Department of Labor. 

In response to a_ particular 
query as to whether it would be 
possible to base the weekly limit 
of 44 hours upon a_ two-week 
period making a total of 88 
hours, A. L. Fletcher, assistant 
administrator, replied: 

“May I call your attention to 
Section 7 (a) of the Fair Labor 
Standards Act relating to the 
limitation of hours and the pro- 
vision for payment of overtime. 
Throughout this section, the spe- 
cific expression ‘a work week’ is 
used in each case where weekly 
hours are involved. 

“T have submitted your inquiry 
to our legal division and am ad- 
vised that there is no authority 
granted the Administrator under 
this section to place any const uc- 
tion upon it other than the 44- 
hour period is to be restricted to 
one week. In view of this opinion, 
therefore, I must advise you that 
the adjustment of the schedule 
you have suggested would not be 
possible under the law.” 

Another question as to whether 
there is any restriction placed 
on employees who work the maxi- 
mum number of hours permitted 
a week and then work for another 
employer additional hours has 
been answered by the legal di- 
vision in the negative. Said Gen- 
eral Counsel Calvert Magruder 
in reply: 

“. .. This act places no prohi- 
bition on such. employment, so 
lorfg as the work performed in 
excess of 44 hours per week is 
performed for an employer com- 
pletely disassociated from the em- 
ployer for whom the first 44 hou-s 
of work are performed. 

“T call your attention to Sec- 
tion 3 (d) of the act, which de- 
fines the word ‘employer’ to in- 
clude ‘any person acting directly 
or indirectly in the interest of an 
employer in relation to an em- 
ployee.’ It is, therefore, not un- 
likely that a preazrangement be- 
tween two or more employers for 
the interchange of employees in 
an effort to circumvent the over- 
time provisions of the act would 
be challenged as a violation of 
the law.” 

Companies coming under the 
law and seeking clarification of 
possible exemptions for handi- 
capped workers have been ad- 





vised that the Administrator has 
no authority to exempt workers 
who a-e merely slow or inefficient 
from the minimum wage pro- 
visions. The law defines a handi- 
capped worker as one “whose 
earning capacity is impaired by 
age or physical or mental de- 
ficiency or injury.” 

Firms operating their owp 
trucks will be required to pay 
their drive-s not less than the 
minimum wage if the goods car- 
ried in the trucks ultimately leave 
the state of manufacture, under 
another ruling made by Ma- 
gruder. On the applicability of 
the maximum hour provision, it 
has been accepted for months 
that private motor carriers operat- 
ing in inte~state commerce would 
come under the jurisdiction of 
the ICC’s Motor Carrier Bureau 
f and when the Bureau laid down 
maximum hours of service under 
its safety regulations. While the 
Wage and Hour Division has in- 
ferred that it would like to claim 
jurisdiction over drivers not cov- 
ered by the ICC, it has an- 
nounced that cla‘ification as to 
its exact coverage is impossible 
pending the time the ICC de- 
termines the extent of the Motor 
Carrier Bureau’s jurisdiction over 
private carriers. A hearing on 
this subject has been called by 
the ICC for early in January. 


J. H. GRAHAM TAKES 
NEW QUARTERS 


Making its first change in lo- 
cation in 68 years, John H. Gra- 
ham & Co., Inc., New York City, 
has leased a new two-story and 
basement building at 105-107 
Duane St., extending through 
to 14-16 Thomas St. The firm, 
which represents numerous man- 
ufacturers, was founded in 1870 
in 113 Chambers St. and 95 
Reade St. in which buildings it 
is now located. 

The building leased is on a plot 
of approximately 9,000 square 
feet and contains about 30,000 
square feet of floor space. It 
will be used exclusively by the 
company. 


CORRECTION 


On page 104, of the October 20 
issue of Harpware AGE there 
appeared a “What’s New” de- 
scription of the new rotary drill 
point being manufactured by The 
Paine Co., 29512 Carroll Ave., 
Chieago. The name of this item 
was printed as “Sudden Death.” 
The correct name is “Sudden 
Depth.” 
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A. H. ZIRKE CELEBRATES 
SILVER ANNIVERSARY 
On November 20, Arthur H. 
Zirke, president of The P. A. 
Geier Company, makers of Royal 





ARTHUR H. ZIRKE 


Vacuum Cleaners, will celebrate 
his 25th year with that company. 
Mr. Zirke started in 1913 in the 
accounting department and was 
rapidly promoted through the of- 
fices of office manager and credit 
manager, and in 1927 was made 
assistant treasurer. 

In 1932 he was appointed 
general manager of the Conti- 
nental Electric Co., Ltd. — the 
Canadian subsidiary of The P. 
A. Geier Company — organized 
some years before to supply the 
Dominion with Royal Vacuum 
Cleaners. 

In 1934, Mr. Zirke was made 
vice-president in charge of sales 
and advertising of The P. A. 
Geier Company. Early in 1935, 
he was elected president of The 
P. A. Geier Company and later 
that year was made president 
of the Continental Electric Com- 
pany, Ltd., of Canada. 

In honor of Mr. Zirke’s twen- 
ty-five years, a special “Silver 
Anniversary” drive on Royal 
Vacuum Cleaners is being made 
during the month of November. 
Every effort is being made to 
make the Royal Vacuum Cleaner 
sales record during November a 
fitting marker for the anniversary. 





W. H. DENNISON JOINS 
UNIVERSAL COOLER CORP. 


Appointment of W. H. Den- 
nison as sales manager of do- 
mestic refrigeration for Universal 
Cooler Corp., Detroit, Mich., has 
been announced by F. S. McNeal, 
president of the company. Mr. 
Dennison was for five years sales 
manager of the department store 
division of the Norge Division of 
the Borg-Warner Corp., Detroit, 
and for the past year had been 
sales manager of the Detroit 
Vapor Stove Division, Borg- 
Warner Corp. 


NOVEMBER 17, 





Mr. Dennison is well known in 
refrigeration circles, having or- 
ganized the Dayton Refrigera- 
tion Corp., which he served as 
vice-president and sales manager 
in the pioneer days of electrical 
refrigeration. 


CAROLINA DEALERS MEET 
JUNE 13-15, 1939 


The Hardware Association of 
the Carolinas will hold its an- 
nual convention, June 12 to 15, 
1939, at the Ocean Terrace 
Hotel, Wrightsville Beach, N. C. 
Arthur R. Craig, 407-11 Com- 
mercial Bank Bldg., Charlotte, 
N. C., is secretary-treasurer of 
the organization. 





WILLIAM BARTHEL MOVES 
TO VANCOUVER, WASH. 


William Barthel who 23 years 
ago started the Barthel Hardware 
at Forsyth, Mont., and 10 years 
ago moved to Missoula, Mont., 
has now located his business at 
Vancouver, Wash. The Missoula 
store will be continued by his 
two sons, Pete and Paul Barthel. 
Mr. Barthel, Sr., will retain his 
interest in the Missoula business. 





J. F. O'BRIEN LEAVES 
WESTINGHOUSE 


J. F. O’Brien, manager of the 
advertising, sales promotion and 
publicity departments of the 
Westinghouse Lamp Division, 
Westinghouse Electric and Mfg. 
Co., New York City, and director, 
Westinghouse New York World’s 
Fair Exhibit, has resigned ef- 
fective Oct. 31. After a vacation 
and rest, Mr. O’Brien expects to 
announce a new connection. 

Mr. O’Brien joined the West- 
inghouse Lamp Co. in 1920. In 
1928 he designed and built the 
Westinghouse Lighting Institute 
in New York and has been prom- 
inently identified with the Better 
Light-Better Sight campaign. 





J. F. O'BRIEN 
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There’s money for you in the LUCKIE LINE 
of DeLuxe Colored Kitchenwarel It’s an 
exceptionally well made line of products— 
of white enamel coated material, available 
in red or blue trim, attractively decorated. 
Yet it's so reasonably priced that you can 
use it as a leader in competition with any 
low priced line on the market! Ask your 
Jobber’s Representative about the DeLuxe 
Luckie Line. 


SCHLUETER MFG. CO., ST. LOUIS, MO. 











Schlueter Mfé. Co. 
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LEGG, SALES MANAGER FOR 
LEONARD REFRIGERATORS 


Ray Legg, manager of the Kel- 
vinator national direct sales di- 
vision has been promoted to the 
post of general sales manager 





RAY LEGG 


of the Leonard Refrigerator Di- 
vision of Nash-Kelvinator Corp., 
Detroit, Mich. He succeeds R. 
I. Petire. 

In 1927, Mr. Legg left the ad- 
vertising business in Los Angeles 
to join the Kelvinator organiza- 
tion and assume charge of sales 
of ice cream cabinets in that 
territory. A year later he went 
to Seattle as district sales man- 
ager for the Northwest. The fol- 
lowing year he was transferred 
to Boston, where for the next 
year he supervised sales of the 
company’s ice cream cabinets. He 
was then promoted to the post 
of eastern manager of Kelvin- 
ator’s national direct sales di- 
vision with headquarters in New 
York City, where he served five 
years. Sales of ice cream cabi- 
nets are under the supervision 
of that division. Four years ago 
he was appointed manager of the 
entire division with headquarters 
in Detroit. 











CONTRACT HARDWARE 
ASSN. OPENS OFFICE 


J. Harold Dumbell, executive 
secretary of the National Con- 
tract Hardware Assn., has an- 
nounced that that organization 
has established an official and 
permanent office in the Fulton 
Bldg., Room 921, Pittsburgh, Pa. 
Communications to the associa- 
tion or to Mr. Dumbell should 
be addressed there. 





SEEKS HARDWARE LINES 
FOR ARGENTINE 


Pablo Finger, Buenos Aires, 
Argentina, is seeking American 
hardware and kindred lines for 
representation in the «rgentine. 
Mr. Finger is particularly inter- 
ested in a complete line of small 
power tools for amateur me 
chanics, saws, hammers, axes, 
wrenches, all sorts of tools for 
the building trade, files, etc., and 
hay-forks. Manufacturers inter- 
ested in contacting Mr. Finger 
should do so through the Phoe- 
nix Shipping Co., Inc., 21 State 
St., New York City. 





HARRY STRUGNELL HEADS 
HARDWARE BOOSTERS 


At the October 28 meeting of 
the Hardware Boosters at the 
Circle Club, 1819 Broadway, 
New York City, Harry J. Strug- 
nell, Remington Arms Co., was 
elected president; Ed Erickson, 
Ek Hardware Co., was elected 
vice-president, and Kenneth A. 
Heale, Harpware AcE, and Al- 
bert Westphal, Corbin Screw 
Corp. and Corbin Cabinet Lock 
Co., were reelected secretary and 
treasurer, respectively. All make 
their headquarters in New York 
City. 

Following the dinner and be- 
fore the election of officers for 
1939, W. A. Beck, advertising 
department, Bethlehem Steel Co., 
Bethlehem, Pa., exhibited a film, 
with sound effects, showing how 
wire and wire nails are made in 
the company’s plants. 





The Hardware Boosters new officers. From left to right are: 


Al Westphal, Corbin Cabinet L 


ock and Corbin Screw Corp. 


treasurer; Kenneth A. Heale, Harpware AGE, secretary; Ed 
Erickson, Ek Hardware Co., vice-president, and Harry J. Strug- 
nell, Remington Arms. Co., president. 


HARDWARE AGE 








eg ee a a a a a a 


utive 
Con- 


ation 

and 
ilton 
, Pa. 
ocia- 


ould 


ires, 
ican 

for 
ine. 
iter- 
nal) 
me 
xes, 

for 
and 
iter- 
ger 
10€- 
tate 


»S 


the 
fay, 
ug- 
was 
on, 


ted 
Al- 


‘ew 


ind 
ike 
rk 


be- 
for 
ng 
0., 


DW 
In 





McCALL STUDY PREDICTS ENLARGED 
HOUSEHOLD REFRIGERATOR MARKET 


The market for household 
automatic refrigerators is not 
declining, but instead has been 
augmented by the opportunity to 
replace old, inefficient or obso- 
lete automatic refrigerators, ac- 
cording to a study completed by 
Arthur Hirose and Don Parsons 
of the McCall Corp., 230 Park 
Ave., New York, for the House- 
hold Refrigeration Section of 
the National Electrical Manufac- 
turers Association. 

Revealed in the new study, ac- 
cording to Bruce Fleming, execu- 
tive secretary, Refrigeration Sec- 
tion, N.E.M.A., is the fact that 
electric refrigerators ranked third 
in last year’s appliance sales, in 
units. The electric refrigerator 
industry secured over 74 per cent 
of the total household refrigera- 
tor sales last year, in units, with 
tne ice box getting 18 per cent 
of the total, the gas refrigerator 
over 7 per cent and the kerosene 
refrigerator the remaining per- 
centage of total sales. 

Although electric refrigerators 
have saturated their initial mar- 
ket to a greater degree than all 
other electrical appliances except 
the iron, the clothes washer and 
the toaster, replacement sales of 
electric refrigerators are increas- 
ing rapidly. Studies of 1938 sales 
show that as high as 16 per cent 
to 28 per cent of today’s sales 
are replacements. 

Messrs. Hirose and Parsons 
point out that age alone is not 
the only reason why automatic 
refrigerators are being replaced 
by women. Many refrigerators in 
use are too small, waste fuel, are 
inconveniently arranged, are in- 
efficient, unsightly, too noisy or 
lack the worthwhile improve- 
ments of new refrigerators. 

Discussing the market for re- 
frigerators, the McCall report 
points out that while practically 
all the high-income homes have 
some sort of automatic refriger- 
ator, not all the middle-income 
homes have yet been persuaded to 
buy modern refrigerators and 
that both high-income and 
middle-income homes are replace- 
ment prospects. 

The low-income, wage-earning 
families are, for the most part, 
prospects only for used or 
second-hand refrigerators, says 
the report, which presents proof 
from government figures and 
other sources. 

Attributing the 1938 decline 
in refrigerator sales to lack of 
sufficient selling to Mrs. Con- 
sumer and to the _ industry’s 
failure to utilize to the fullest 
the proven, tested appeals that 
successfully sold the bulk of 


household refrigerators, Messrs. 





Hirose and Parsons recommend 
a five-point program for the 
household refrigeration industry 
under the subject headings of 
Development, Manufacturing, 
Pricing, Selling and Advertising, 
and Promotion. 

Stressing the need for a 
national sales drive on refriger- 
ators, the McCall report says, 
“There is keen competition to- 
day for Mrs. Consumer’s dollars 
among all the old and new prod- 
ucts clamoring for her atten- 
tion. How can the refrigeration 
industry expect women to buy 
their first automatic refrigerator, 
or buy a replacement refrigerator, 
instead of a new car, range, fur- 
niture or clothing, unless the en- 
tire refrigerator industry, includ- 
ing distributors and dealers as 
well as manufacturers, does more 
selling and advertising to Mrs. 
Consumer?” 


CROSLEY RADIO CORP. 
CHANGES NAME 


The Crosley Radio Corp., Cin- 
cinnati, Ohio, has changed its 
name to The Crosley Corp. In 
1924 the original name of the 
corporation was The Precision 
Equipment Co. which was 
changed to The Crosley Radio 
Corp., which then absorbed the 
manufacturing activities of The 
Crosley Mfg. Co., both companies 


‘having prior to that time pro- 


duced receiving sets. The Crosley 
Radio Corp. also engaged in 
radio broadcasting. 

After several years of experi- 
mental work in the electric re- 
frigeration field, The Crosley 
Radio Corp. announced electric 
refrigerators in 1932 and in 
more recent years expanded its 
activities to washing machines, 
gas stoves, electric stoves, and 
other products. Since the pro- 
duction of other diversified 
articles, it has been in the mind 
of the management that the 
word “Radio” in the corporate 
name was rather limiting in the 
minds of the public as to the 
activities of the corporation. 
There is no intention however 
of changing the activities of the 
company insofar as its radio 
manufacturing operations are 
concerned. 


U. S. STAMPING INCREASES 
PETERS’ SALES TERRITORY 
Harold E. Peters, Chicago, IIl., 
representative of the United 
States Stamping Co., Mounds- 
ville, W. Va., has had the State of 
Indiana added to his territory. 


NOVEMBER 17, 1938 












At 
I. & J. HARDWARE COMPANY 
fp) CONTROLS help Sell 

' Oil Heaters at 
a Profit. . 


1. & J. HARDWARE COMPANY 


WILLOUGMH BY—PAINESVILLE—@ADISON 
WHOLESALE AND RETAIL 
BUILDERS’ AND GENERAL HARDWARE 
HOUSEWARES AND PAINTS 
CUTLERY AND TOOLS 
Painesville, Ohio 
Sept. 26, 1938 
Automatic Products Company, 
2450 N. 32nd St. 
Milwaukee, Wis. 











EARLE L JONSON 





DAVID S. INGALLS 






Gentlemen: 


Our determination to continue our work in tne 
sale of oil burning space heaters after three years in this 
field is the result of our favorable experience with regard 
to problems of service and instruction, or rather in our 
case, due to the lack of these problems. 


Operating three retail stores in towns of 10,000 
or less the matter of service and consumer instruction is of 
vital importance to us because of distance to be covered and 
the corresponding time consumed in answering calls from rural 
territory. We are convinced that a great deal of credit 
should be given your A-P controls for our ability to sell 
oil heaters at a profit. We know also that A-P controls on 
heaters sold by us are eppreciated by the consumer because 
of their simplicity of operation. 


We are gled to have this opportunity to tell you 
of our experience. 





Yours very truly, 


I. & J. WARW COMPANY 














“Service and Instruction” can 
take a substantial slice out of 
your Space Heater Profits—unless 
the Heaters you handle use 
A-P Constant Level Oil Control 
Valves.” 


Model 240 LR 
Constant 
Level Oil 
Control Vaive. 
panually Service Satisfaction and Simplicity of Heat Control in 
the Home is only one reason Dealers Profit with A-P 


Equipped Space Heaters. Another important factor is the 
adaptability of A-P Controls to COMPLETELY AUTO- 
MATIC TEMPERATURE REGULATION — making every 
Heater a Completely Automatic Heating Plant — Thermo- 
statically controlled —‘as convenient and easy to use as 
the most modern central heating system. 


@INCREASE. ° . 


Your Oil Burning Space Heater Sales 
with these new A-P Automatic Tem- 
perature Control Units! 


@) Electric “Auto-Heat”’ Top Unit 


Makes every Heater a completely Au- 
tomatic Heating Plant, regulated by a 
Room Thermostat. Quickly and easily at- 
tached to Manual Control on Heater. Con 
trols temperature within less than 2 
variation. 


Thermo ‘‘Auto-Heat’’ Top Unit 


Homes without electricity can also en- 
joy completely Automatic Heat Regula- 
tion—with the Thermo ‘’Auto-Heat’’ Top 
Unit attached to Manual Control on 
Heater. Controlled by self-contained Ther- 
mostatic Bulb. Unusually accurate and 
sensitive. 


AUTOMATIC PRODUCTS COMPANY 


2494 NORTH THIRTY — SECOND STREET 


MILWAUKEE ® WISCONSIN 


*90 % of the Better Oil Burning Heater Manufacturers use A-P Controls. 
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ONE SOLID 
BLOCK OF STEEL 


HE cutter racks back and forth 

through a solid steel head in- 
stead of being clamped to the out- 
side. It cannot spring loose in hard 
going, and is easy to set. 


Merely insert a screwdriver at “A”. 
One complete turn enlarges the 
bored hole 1/8 inch; a half turn, 
1/16 inch., etc. Besides being ac- 
curate and handy, this construc- 
tion permits safe use of the blade 
when fully extended; and, there 
being no creases, there is no clog- 
ging. 

Take time out to explain these 
points to your customers. It will 
ring up more sales. 


SEND FOR CATALOG 


Our new catalog describes the Expansive 
Bt mentioned above and the rest of the 
Russell Jennings line. It will bring you 
up to the minute on a line which for 
more than 80 years has been a profit maker 
for dealer and jobber. 





Manufactured Only by 


THE RUSSELL JENNINGS MFG. CO. 
CHESTER, CONN. 














NATIONAL RETAIL CREDIT SURVEY 
REVEALS CONFLICTING TRENDS IN 1937 


Adverse business conditions at 
the close of 1937 tended to level 
off the trend of growth in retail 
cvedit activity which featured the 
years of recovery following 1933, 
Alexander V. Dye, Director, Bu- 
reau of Foreign and Domestic 
Commerce, Department of Com- 
merce, stated recently when an- 
nouncing the availability of the 
current annual issue of a nation- 
wide survey of retail credit con- 
ditions. 

Present indications point to a 
continuation of the trend into a 
complete reversal of the growth 
of credit sales in 1938, accom- 
panied by slower collections and 
with the probability of higher 
bad-debt losses, he stated. 

Recalling the 25 per cent in- 
crease of installment sales in 
1936, Mr. Dye stated that the 
major installment lines showed 
substantial gains in sales volume 
in the early months of 1937, but 
closed the year with monthly vol- 
ume well below the corresponding 
period of 1936. For 1937 as a 
whole, installment sales were esti- 
mated at 3.9 per cent above 1936, 
with the volume approximating 
$4,650,000,000, or 11.7 per cent of 
all retail sales. Estimated open- 
credit sales of $8,758,000,000 rep- 
resented a gain of 7.9 per cent 
over 1936, about one-half the 
estimated gain shown in 1936, 
but a greater advance than was 
indicated for cash or installment 
volume. The estimated increase 
of total retail credit sales, in- 
cluding both open-credit and in- 
stallment sales, was only 6.5 per 
cent in 1937, compared with a 
growth of 18.3 per cent in 1936. 

Reflecting improved conditions 
in the first half of the year and 
declines below 1936 in the second 
half, average monthly collections 
on the open accounts of all re- 
porting stores revealed practically 
no change for the entire year 
1937. The typical open account 
was paid in approximately 63 
days in both years, or average 
monthly collection ratios of 47.8 
per cent in 1937 and 47.4 per 
cent in 1936. 

The present report, based on 
returns from approximately 1,700 
cooperating retailers representing 
14 trades, was prepared by the 
Marketing Research Division of 
the Bureau. The study, which 
has been expanded this year to 
include 40 illustrations of the 
trend of sales and collections, is 
a continuation of the retail credit 
series issued periodically since 
1930. The service to business 
was inaugurated at the request 


of the National Retail C-edit As-|8 in New York City. 


sociation and also receives active 





and local organizations in 86 
cities from which reports are re- 
ceived from retailers. 

A summary section provides 
comparisons of credit trends in 
the various trades, which include: 
Automobile; Automobile Tire 
and Accessory; Coal, Fuel Oil, 
and Wood; Department; Furni- 
ture; Grocery; Hardware; Heat- 
ing and Plumbing; Household 
Appliance; Jewelry; Lumber and 
Building Material; Men’s Cloth- 
ing; Shoes; and Women’s Spe- 
cialty. 

Titled “Retail Credit Survey— 
1937” and further identified as 
Domestic Commerce Series No. 
103, copies may be secured, for 
20 cents each, from the Super- 
intendent of Documents, Wash- 
ington, D. C., or any of the 
district offices of the Bureau of 
Foreign and Domestic Commerce 
located in principal commercial 
cities throughout the country. 


CROSLEY DISTRIBUTOR 
ANNOUNCES CHANGE 


Harold W. Goldstein, general 
manager, Anchor Lite Appliance 
Co., Pittsburgh, Pa., wholesale 
distributor for The Crosley Corp. 
in the Tri-State area, has ap- 
pointed Myer M. Cohen to have 
charge of retail dealer promotion 
for Crosley appliances. Mr. Cohen, 
for the past five years, has been 
in the retail appliance business 
with leading Pittsburgh dealers. 


MANSFIELD TIRE CO. 
WILL EXPAND 


The Mansfield Tire & Rubber 
Co., Mansfield, Ohio, has an- 
nounced a $150.000 expansion 
program to provide new equip- 
ment and 40,000 square feet of 
additional floor space. George W. 
Stephens, company president, 
said the plant had operated at 
capacity for the past year with 
a pay roll of 1,500 persons. 


HARDWARE, PAINT TRADES 
CREDIT BUREAU DINNER 


The Hardware & Paint T:ades 
Credit Bureau, 154 Nassau St., 
New York City, will hold its an- 
nual fall dinner for its members, 
subscribers, and friends on Dec. 
mM. Tf. 


D’Andrea is executive manager 


cooperation from credit bureaus | of the organization. 
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WALTER D. FOSS DIES AT 82 
WAS IN BRUSH BUSINESS 
SINCE 1879 
Walter D. Foss, 82, known 
throughout the country to hard- 
ware, paint and varnish manu- 





WALTER D. FOSS 


facturers and wholesalers, passed 
away November 4, in a Cleveland, 
Ohio, hospital, following several 
months of ill health, caused 
chiefly by the passing of his son, 
Donald J. Foss, last June. 

Mr. Foss had been associated 
with The Wooster Brush Co., 
Wooster, Ohio, and its predeces- 
sor, Wooster Brush Works, since 
1879. He succeeded his father 
the late Adam Foss, who founded 
the business in 1878, as president 
of The Wooster Brush Co. Mr. 
Foss, was succeeded as president 
of the company in August, 1938, 
by his son, Walter R. Foss. 

In 1915, Mr. Foss was presi- 
dent of the former National 
Paint, Oil & Varnish Associa- 
tion, which is now known as the 
National Paint, Varnish & Lac- 
quer Association. For two terms 
he served as president of the 
Cleveland Paint, Oil & Varnish 
Club. He was also a member of 
the Paint and Allied Industries 
50-Year Club and of the Harp- 
warE AcE 50-Year Club. He was 
one of the founders of the Citi- 
zens National Bank of Wooster, 
and was the first president of 
that institution. Long interested 
in the welfare of the University 
of Wooster, he served as chair- 
man of the executive committee 
of the board of trustees and was 
a vice-president of the University. 
In recent years Mr. Foss made 
his home at the Hotel Carter in 
Cleveland, Ohio. 

He is survived by his three 
sons, Oscar, Clifford and Walter, 
all of whom are associated with 
The Wooster Brush Co. 


CARL R. VONNEGUT 


Carl R. Vonnegut, general 
manager of the builders’ hard- 
ware department of Vonnegut 
Hardware Co., Indianapolis, Ind., 
and manager of a branch store 
of the company, died recently at 
the age of 36. He had been 
critically ill for ten days before 
he passed away. Mr. Vonnegut 
is survived by Mrs. Vonnegut, his 
parents, Mr. and Mrs. George 
Vonnegut, his brothers Ralph C. 
and Erwin Vonnegut and a son 
and a daughter. 





GIDEON D. HAAS 


Gideon D. Haas, 74, Dennison, 
Ohio, hardware dealer, died re- 
cently following three years of 
poor health. He was a resident 
of Dennison for the past 42 years 
and was senior partner in the 
Haas Hardware Co. 





R. W. SPEISER 


Ralph William Speiser, vice- 
president, assistant treasurer and 
manager of sales of the Worces- 
ter Lawn Mower Co., Worcester, 
Mass., died in an automobile ac- 
cident while returning to his 
home in Newburgh, N. Y., with 
Mrs. Speiser, who was injured. 

Mr. Speiser was formerly as- 
sociated with the Coldwell Lawn 
[Mower Co. in Newburgh, for a 
number of years. He resigned 
that position to become associ- 





RALPH W. SPEISER 


ated with the Worcester Lawn 
Mower Co. in 1934. During the 
N.R.A. his work as code chair- 
man for the lawn mower indus- 
try attracted wide-spread atten- 
tion. He had a great many 





friends in the hardware trade 
and his progressiveness and en- 
| ergy will be missed by a host of 
| friends and associates. 


NOVEMBER 17, 1938 


FIRST GRADE SELLER 











No. 04856 





CONVINCING QUALITY —LOOKS THAT SELL 


You can be sure of the interest of any customer 
to whom you show one of these handsome, mod- 
ernly designed Eagle padlocks—and that is the 
first step to a higher grade, better profit sale. 
No. 04856 is of finest quality Extruded Metal 
construction. It is fitted with genuine Eagle Pin 
Tumbler lockwork and has a hardened, cadmium 
plated shackle. Made in six sizes from one inch 


to two inches inclusive. 


* 
The Eagle Quality Line 


Night Latches Padlocks 

Trunk Locks Cabinet Locks 

Front Door Sets Wood Screws 

Store Door Sets Stove Bolts 
Machine Screws 








EAGLE {BG fice CO. 


26 Warren Street -- New York 


Branch Offices: 


521 Commerce St. 179 N. Franklin St. 114 Bedford St. 
Philadelphia, Pa. Chicago, Ill. Boston, Mass. 


Works at Terryville, Conn. 


$1 








NED SWIFT GIVEN SURPRISE PARTY 





Scene at recent testimonial dinner to Ned Swift 


Ned Swift, manager of The 
Stanley Works, 61 W. Kinzie 
Street, Chicago, Ill., was the 
guest of honor at a testimonial 
dinner given him at Gus’ Restau- 
rant in Chicago. Mr. Swift has 
always been an active factor in 
the hardware trade of the Mid- 


dle West and his close friends | 


and business associates arranged 
the dinner to mark his 60th birth- 
day and the hope that he would 
continue his activities for many 
years to come. During the eve- 
ning he was presented with gifts 
and numerous messages and tele- 
grams poured in from all over 
the country. Twenty-eight were 
present to help him observe the 
anniversary. 





NED SWIFT 





RANETITE MFG. EXPANDS 
SALES ORGANIZATION 
The Ranetite Mfg. Co., Inc., 

1917 S. Broadway, St. Louis, 

Mo. has announced the 





sepa- | 


ration of each of its departments | 


manufacturing each specific 


waterproofing product. Robert T. | 


Gray has been appointed sales 
manager to have control of all 
sales offices throughout the 
United States as well as sales of 
the main office. Charles L. May, 
Jr., has been appointed field 


charge of the company’s Phila- 
delphia branch, opened last 
Spring. 

D. A. Coon, who opened the 
company’s Philadelphia branch 
last Spring, was placed in charge 
of the new branch at St. Louis in 
September. For three years, Mr. 
Coon served as a sales engineer 


| on the staff of the company’s 


engineer for the concern and his | 


services will be available at any 
time throughout the United 
States. 


PENN ELECTRIC CHANGES 
IN BRANCH OFFICE 


A number of recent changes 
in branch office personnel, and 
the addition of one new branch 
office, have been announced by R. 
H. Luscombe, sales manager, Penn 
Electric Switch Co., Goshen, Ind. 

A. W. Barr, who has been as- 
sociated with the automatic con- 


New York office, and was en- 
gaged in heating accessories sales 
prior to that time. 


MINNESOTA ASSN. SHOW 
AND CONVENTION 

The annual convention and ex- 

hibit of the Minnesota Retail 

Hardware Assn., will be held 


| Feb. 21-24, 1939, in the Audi- 


trol industry for many years, has | 


been named manager of the com- 
pany’s Boston office. Mr. Barr 
has a wide acquaintance in auto- 
matic heating, refrigeration, and 
air-conditioning fields. 

A. L. Rubel, who 


has been 


| November 


manager of the company’s Boston | 
| ness. 


office, since it was opened in 


1933, has been transferred to take | 
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torium, St. Paul, Minn. C. J. 

Christopher, Nicollet at 24th, 

Minneapolis, Minn., is manager- 

treasurer. 

NEW CREDIT MANUAL OF 
COMMERCIAL LAWS 


The 3lst annual edition of 
Credit Manual of Commercial 
Laws was recently published on 
4, by the National 
Association of Credit Men, 1 
Park Avenue, New York, N. Y. 
This annual covers most prob- 
lems of law affecting trade as 
well as the new Federal statutes 
and regulations affecting busi- 


Among the new subjects cov- 


| carborundum emery wheels. 


ered in this new edition of Credit 
Manual are the following: New 
Bankruptcy Act of 1938 (Chand- 
ler Act); Fair Labor Standards 
Act of 1938; Fair Trade Laws 
Enacted in Many States During 
1937-38; Trust Receipts, covered 
in a new section prepared by a 
leading authority; Calendar of 
Corporation Reports and Taxes; 
List of Uniform Laws as Adopted 
in the Several States. 

While these new features have 
been added, the entire text of 
this important handbook on busi- 
ness law has been revised and 
brought down to date. The re- 
vision of the section devoted to | 
a Summary of Laws by States | 
has been completely revised and 
enlarged. Another section of this | 
new edition gives a complete 
summary of the laws in the sev- 
eral States on the matter of | 
Bonds on Public Improvements | 
and Misapplication of Construc- 
tion Funds. | 

Legal forms frequently used in| 
business transactions, a complete | 
table of exemptions allowed in | 
the several States and a table, also | 
arranged by States, showing the 
limitations for civil actions are 
included. The new volume is 
completely indexed and arranged 
for handy reference. 

The price of Credit Manual is 
$6.50, postage paid. 


| 
| 


CARBORUNDUM FILM SHOWN 
AT NEW JERSEY MEETING 


At the Oct. 20th meeting of 
the Essex County Retail Hard- 


ware Assn. held in Kreuger’s 
Auditorium, Newark, N. J., 
Messrs. Ellebrect and _ Hilde- 


brant of the New York City of- 
fice of The Carborundum Co., 
Niagara Falls, N. Y., presented 
a motion picture and lecture on 


About ,75 dealers were present at 
the meeting over which president 
Theodore Yecies presided. 





DU PONT GIVES WILDLIFE 
RESTORATION AREA 


A tract of 1118 acres of land 
near Ashburn, in Pike County, 
| Missouri, has been donated by 
|E. I. du Pont de Nemours & 
| Company, Wilmington, Del., to 
the Conservation Commission of 
Missouri for a wildlife restoration 
area, the company announced re- 
cently. The land surrounds the 
company’s Ashburn plant, now 
abandoned. 

Under the deed “the land shall 
forever be used for a public 
demonstration area for a com- 
bined forest preserve and wild- 
life restoration and control pro- 
ject.” It will bear the name 
“Du Pont Reservation.” The 
tract, which fronts on the Missis- 
sippi River, will be suitable for 
raising quail and wild turkeys 
and the upland area for deer. 

A new dam, which it is ex- 
pected will be built by the Fed- 
eral Government at this point on 
the Mississippi River, will back 
up water over the low area of 
the land forming an ideal resting 
area for migratory waterfowl. 


A. M. GLUECK REPRESENTS 
BROWN FENCE Co. 


A. M. Glueck, 220 Fifth Ave.. 
New York City, manufacturers’ 
direct representative of hardware 
and housefurnishings, in addition 
to his other lines, is now rep- 
resenting Norwood wire fence 
manufactured by the H. L. Brown 
Fence & Mfg. Co., Cincinnati. 
Ohio. 


NEW CATALOG ON 
BARCALO TOOLS 


The Barcalo Mfg. Co., Buffalo. 
N. Y., has issued a new catalog 
on its drop forged tools, illustrat- 
ing and describing such items as 
wrenches, pliers, tinners snips, 
screw drivers, hammers, tool kits. 
auto creepers, wrench sets, etc. 











(Washington Bureau 
of HARDWARE AGE) 

Manufacturers and distributors 
of putty have been invited by the 
Federal Trade Commission to at- 
tend a trade practice conference 
in Washington on Nov. 18. 

The conference, called in ac- 
cordance with the FTC’s estab- 
lished procedure, will give mem- 
bers of the industry the chance | 
to cooperate in establishing trade 
practice rules aimed at eliminat- | 
ing unethical business methods. 








The adopted rules will become | 


PUTTY MAKERS AND DISTRIBUTORS TO 
ATTEND TRADE PRACTICES MEETING 


effective if approved by the Com- 
mission. 

Practices suggested for discus- 
sion at the conference include 
misrepresentation and deceptive 
concealment, misbranding, imita- 
tion of trade-marks and trade 
names, false invoicing, use of 
slack-filled or deceptive contain 
ers, and illegal price discrimina 


| tions. 


The Commission said that all 


| individuals, firms or corporations 


engaged in the manufacture or 
distribution of putty may attend 
and participate in the conference 
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CLOVER 


Quality and Service Since 1907 


ABRASIVE-COATED PAPERS "CLOTHS 
GRINDING «* LAPPING COMPOUNDS 


CLOVER MFG. CO. Norwatk, Conn. 
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for AGELESS ENDURANC 


Hinges that give long service, absolute silence and perfect alignment— 
at no extra cost... the McKinney story is YOUR oaiine story for 1938! 

McKinney Oilite Bearing Butt Hinges are the result of two years 
testing of “Oilite’’—the self-lubricating metal that has been so success- 
fully applied to automobiles, farm implements, washing machines, etc., 
by over 1500 manufacturers. 


McKINNEY MANUFACTURING COMPANY, PITTSBURGH, PA. 
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McKINNEY OFFERS TWO NEW DESIGNS DORCHESTER BEDFORD 


IN FORGED IRON—AMERICAN COLONIAL 





DESIGNERS AND MANUFACTURERS OF GOOD HARDWARE FOR 72 YEARS 
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HOMECRAFTERS 

pay you 
LIFETIME 
PROFITS 













Create new hobby customers 
with these special Homecraft 
displays and booklets . . . sent 
you FREE by CASCO GLUE 


@ 10 to 15 times turnover.” “ Home workshop 
supplies lead in profits and volume.” That's 
what alert hardware dealers report about the 
fast-growing hobby, HOMECRAFTING. 

Now CASCO helps you build up this extra 
business...helps you spotlight your store as 
the place to come to for supplies and help. 
Send the coupon below for the free Home- 
craft Hobby Campaign material...offered to 
all dealers who retail CASCO Glue. 


__NO COST TO YOU, NO “DEALS”_ 
TO BUY, NO STRINGS ATTACHED 


This is a business-building promotion for 
your store. 


2-color booklet dispenser, and a 
FREE constant supply of ‘“‘Home Work- 
shop Handbooks.” These Handbooks sei 
Homecrafting . . . they list the available free 
and low-cost literature by leading makers of 
tools, abrasives, woods, finishes, etc. .. . and 
pave the way to extra sales in every depart- 
ment of your store. 

2-color decalcomania shield for your 
FREE door or window. Identifies your 
store as “‘Headquarters for Home Workshop 
Supplies.” 











Casein Company of America 
350 Madison Ave., New York, N. Y. 

Gentlemen : Send me that FREE Homecraft Hobby 
Campaign material. I'll give it a good trial. 





My name. 


Street City. 








My jobber’s name 
Address. 

















TAKING THE MYSTERY 
BUILDERS’ HARDWARE 


a ita 








OUT OF 





(Continued from page 31) 


itself and will be discussed in our 
chapter on hotel hardware. 

Bit key locks, too, can be master 
and grand-master-keyed. This is 
done by means of the lock tum- 
blers and the wards guarding the 
key way on the case of the lock. 

It is not possible in the case 
of bit key locks to get anywhere 


‘near the key changes you can get 


on cylinder locks, nor is it often 
necessary, except on hotel locks, 
to grand-master-key bit key locks, 
though it can be done. 

When ordering master-keyed 
locks explain to your factory with 
fullest detail the requirements of 
the system if there is any likeli- 
hood of additional buildings be- 


ing added to a present system at 
some later date. Advise your fac- 
tory so that they may make ade- 
quate provisions when the system 
is first being laid out. 

This subject is indeed too big 
to cover in any single chapter of 
this course, but if from reading 
this it has challenged your im- 
agination to a point that you will 
carefully consider the advantages 
and possibilities, that is all I can 
expect. 

In our next chapter we shall 
take up a great humanitarian con- 
tribution of our industry: ‘The 
protection of human life in public 
buildings by the development and 
use of fire exit devices. 





Not a Sale by Sample 


BUYER of merchandise by 
sample does not get the bene- 
fit of the legal warranties attached 
to sample buying if he could have 
inspected the entire stock at the 
time of his purchase. Such is the 
substance of a recent Illinois de- 
cision. 

There, the representatives of 
the buyer went to a warehouse and 
gave an order for a lot of mer- 
chandise and paid a deposit on 
the purchase price. The order was 
given after they had examined a 
number of pieces of the merchan- 
dise. The goods as finally de- 
livered were unsatisfactory to the 
buyer, who refused to pay the bal- 
ance of the purchase price on the 
ground that the goods did not 
come up to the samples inspected. 

The court ruled against the 
buyer, saying: 

“The buyer contends that be- 
cause its representatives inspected 
only a few of the articles stored 
in the warehouse there was a sale 
by sample, and that under the 
Uniform Sales Act there is an im- 
plied warranty that the bulk shall 
correspond with the sample in 
quality, and that the goods shall 


be free from any defect rendering 
them unmerchantable which would 
not be apparent on reasonable ex- 
amination of the sample. 

“The representatives of the 
buyer were conducted through the 
warehouse before the sale was 
made. They had an opportunity 
to inspect all the goods, and it has 
not been shown that the pieces 
which they saw were not repre- 
sentative or that there was fraudu- 
lent concealment of the true con- 
dition of the remainder. Under 
these circumstances there was no 
sale by sample. 

“When the goods are in the 
presence of the parties at the time 
of the sale and an adequate ex- 
amination can be made, even if 
it is inconvenient or difficult, the 
sale is not to be regarded as made 
by sample, in the absence of an 
express agreement to that effect. 
When nothing is said or written 
upon the subject, and the buyer 
has ample opportunity to examine 
and inspect for himself, there is no 
warranty that the bulk of the 
goods will come up to the samples 
exhibited by the seller.” 
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BIG JOBS DEMAND MORE THAN 
SIMPLE MASTER KEYING 


REMOVABLE CYLINDER 
FEATURE OF “MASTER 
CONTROL PLAN” 








A quarter turn of a special 
key removes this cylinder 
core from the lock. 


Reg. U.S. Patent Office 


Pictured above is 
Reading’s removable 
cylinder. By its use, 
lock combinations 
can be altered in less 
than 30 seconds. 





-.- that’s why HERSHEY turned to 
Reading’s “*Master Control Plan”’ 


Complicated protection problems arise in buildings like the 
Hotel Hershey. This building and 13 other Hershey Estates 
and Hershey Chocolate Company buildings called for more 
flexible locking systems than simple master keying. 


With on Master Control Plan, such problems are 
readily solved. These buildings enjoy the security and ad- 
vantages that this plan brings to important projects. 


“Master Control” places at your command three coordinated 
locking services for all building operations. You may 
choose or combine as necessary to meet the requirements 


of the job. 


Service No. 1: Master Key Systems— 
Designed for standard jobs. 


Service No. 2: Special Keyways for large building projects— 
To increase security and multiply the number 


of key changes possible. 


Service No. 3: Removable Cylinder Locks— 
To put control of keying into owners’ hands. 


You'll find this plan increases yout ability to serve your 

customer — makes competition easier to meet. You'll a 
reciate, too, the friendly cooperation of Reading’s Builders 
ardware Engineers. 


So next time the Reading salesman calls, ask him about 
Reading’s “Master Control Plan.” 








Simply exchanging 
cylinder cores makes 
it possible to deny 
entry to former key 
holders. Keys need 
not be collected or 
locks replaced. In ho- 
tels, office buildings, 
apartment houses, 
banks, institutions, 
public buildings, etc. 
it makes security 
more positive -chang- 





ee : {fe [| ESTABLISHED 
3» ke 1852 








es more convenient. . 








READING HARDWAKE 
CORPORATION 


READING, PENNA. Branches ... NEW YORK 
PHILADELPHIA . CHICAGO . SAN FRANCISCO 
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FOR RETAIL 
HARDWARE 
»>TrOR €&S 


New and Improved Merchandise—Display Helps—Sales Literature— 
Window Trims — New Packages— New Colors — Catalogs 


“Defiance” Hand Drill 
No. 1220—has three hardened and 


ground steel jaws, one-quarter inch 
capacity chuck, wide flange grey iron 
gear, two steel pinions with machine- 





- 


ll, 
%, 


cut teeth, and removable side knob. 
Handle is native hardwood with large 
screw cap and holds eight drill points 
4/64 to 11/64 inches. Handle and side 
knob are natural wood finish with lac- 
quer coating. Screw cap and gear 
is lacquered red. Chuck is highly 
polished. Stanley Tools, New Britain, 
Conn. 





Mustard Dispenser 


“Tappit”—is operated by tapping the 
top so as to dispense just the amount 
of mustard desired. Because of its 





86 


smart apearance it is adaptable to any 
table setting and does away with the 
miscellaneous container, messy spoons 
and unsightly wooden paddles. Avail- 
able in two styles, the DeLuxe model, 
shown, in colored plastic to retail at 
$1.00 and the silver model with silver- 
plated base and cap to retail at $2.95. 
The Food Dispenser Co., Hartford. 


Conn. 


Wood Scrapers 


These twin action wood scrapers 


have blades of high carbon tool steel; 
one side ground and honed to a fine 
sharp edge. 
teeth, for removing paint, etc. 


The other side has saw 


Blade 





Teeth on this edge 

for removing pain- 
is held rigidly in place by two machine 
screws and is easily removed for 
sharpening and replacement. Handle 
is nickel-plated with mahogany stained 
wooded disc for hand pressure. The 
Forsberg Mfg. Co., Bridgeport, Conn. 








Hook-Ring for Woven Tapes 


A folding end hook of new pattern 
for woven tapes is offered by The Luf- 
kin Rule Co., Saginaw, Mich., and New 
York City. The steel hook is perma- 





Hook Closed 


nently affixed to tape ring. It is said 
to hold tape at end of a board or pipe, 
corner of a building, and other places, 
and will not catch objects or prevent 
tape line being fully wound into the 
case. Friction holds hook in open or 
closed position. Zero falls at inside 
of open hook. Prongs of hook are 
widely spaced and each has anchor 
spur for firm hold. Offered on “Metal- 
lic,” “Junior Metallic” and “Sterling” 
tapes bought either with case or as 
refills. It is optional on those lines 
and adds 20 cents per tape to list price. 


Frigidaire Xmas Window 


The Frigidaire Division, General 
Motors Sales Corp., Dayton, Ohio, offers 
this Christmas display suggestion for 
1938 holiday windows. 
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OUR COWS GIVE TEA AND COFFEE 


NOVEMBER 17, 


Milk is money to us FARM JOURNAL readers. Money that pays for drip- 
ground-coffee, India tea and all kinds of things we find in the better 
stores. We FARM JOURNAL readers treat our barns as factories, our cows as 
employees because we want cash to spend. Ours is a paved, wired, motor- 
ized world. We go to town, able and anxious to buy, having money to 
buy with. For FARM JOURNAL’s four-day-writer-to-reader service helps us 
produce money-crops, sell in money-markets, and buy money-values for 
our 1,400,000 families. Yes milk, America’s number one money-crop, 
is cash to spend with you. What have you to sell? 


FARM JOURNAL (Washington Square, Philadelphia 


Delivers 1,400,000 Families Whose Crop is Money 


1938 
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Eveready Flashlight Display 


This is a three-season flashlight dis- 
play—with the emphasis on the Christ- 
mas season—all in one package. Dur- 
ing the holidays, Santa Claus fills the 





background and sells the lights as 
gifts. After Christmas, or before the 
holiday season begins, he can be made 
to vanish from the picture by revers- 
ing the top card. The display then 
looks like the illustration in the lower 
right-hand corner. All flashlights in 
the display are two-cell types. Assort- 
ment comprises six low-priced spot- 
lights; four in chrome finish and two 
in polished brass with copper fittings; 
four standard high quality spotlights, 
and two of the new popular automatic 
pre-fucused spotlights. Display piece is 
16% in. high, 12 in. wide and 4% in. 
deep. Each light is packed in an in- 
dividual carton. National Carbon Co., 
30 E. 42nd St., New York City. 





Gammon Reflector Spinners 


The reflector spinner is an integral 
part of modern, artificial fireplace 
equipment. It is made of extra-light, 
high-grade aluminum which absorbs 
the heat of the bulb causing the spinner 
to start rapidly. Rotating pin is of 
high-carbon hardened steel and is elec- 
trically spot welded to the wire ring 
holders. The special alloy brass bear- 
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ing has an extra burnished seat to re- 
duce friction to a minimum. Spinner 
is ready for immediate use—no bending 
or adjusting is necessary. Each spinner 
is in an attractive two-color display 
box. Display cards for counter and 
windows furnished free. Benjamin V. 
Gammon, 177 Lafayette St., New York 
City. 





Packaging Machine 





The Triangle-Rapp “Elec-Tri-Pak” 
weigher is designed to package a wide 
range of products, including items here- 
tofore never handled by machine, into 
containers by means of electrically oper- 
ated vibration plates called “electric 
fingers.” Maker guarantees accurate 
weights within a small fraction of an 
ounce as well as a production three to 
four times that of hand packaging. 
Control of machine is accomplished by 
means of specially calibrated radio-type 
dials. The hopper, an integral part of 
the machine, is waist-high to facilitate 
loading. Continuous belt carries the 
product from the hopper to the vibrator 
feed plates. Adjustments can be made 
to set the machine at a wide range of 
predetermined weights. The Triangle 
Package Machinery Co., Chicago, Il. 





Residential Lighting 


The Westinghouse Electric & Mfg. 
Co., East Pittsburgh, Pa., has issued 
a 193-page handbook of residential 
lighting practice, profusely illustrated, 
which is available for $1.00 per copy. 
It presents in non-technical language 
an interpretation of the use of light 
in the home. The photographs illus- 
trate the most up-to-date lighting prac- 
tice and the text is a compilation of 
the best principles of lighting applica- 
tion, authoritatively discussed. The 10 
chapters are: light and vision; electri- 
cal and illumination terms; light 
sources; residential lighting equipment; 
portable floor and table lamps; colored 
light and decoration in the home; 
home wiring; lighting the rooms of 
the home; garden lighting. 





Rubber Key Case 


Willden black key cases, retailing. at 
25 cents each, have a brilliant finish, 
hold up to six keys, are self-closing 
without snaps or flaps, and are said not 





to tear holes in pocket or handbag 
linings. Four-color display card holds 
12 cases. The Willden automobile 
rubber key case is designed to hold two 
keys separately, eliminating rattle and 
possibility of scratching automobile 
panel. Displayed 12 on_ three-color 
counter card. Retails for 20 cents each. 
McWilliams-Dennison Co., Inc., New 
York City. 


Sanitary Toilet Seat 


All surfaces are smooth, rounded and 
completely accessible for cleaning. No 
corners or crevices in which germs can 
lodge. Contact area is minimized, yet 
seat affords full support. Construction 
is of stainless steel and Bakelite, the 
latter molded by Chicago Moulded 
Products Co. This seat fits any stand- 
ard toilet. Sperzel Modern Seat Co., 
4927 Oakiand, Minneapolis, Minn. 
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Pastel Brown Betty Casserole 


A full family sized casserole dish, 
holding 1% qts., it is made from old- 
fashioned earthenware. Available in four 
colors—Buttercup, Colonial Blue, Bur- 


ee 


SAN Abed 


gundy, and the rich Brown Betty color. 
It is 8% in. in diameter and 2% in. 
deep and stands on a wide platter base 
of chrome. Dish is ornamented by 
vertical identical lines around its sides. 
Casserole is topped by a dome-shaped 
cover of chrome which carries out the 
same lines of the platter-like base. 
Small composition knob is set atop the 
chrome of this cover. The Everedy Co., 
Frederick, Md. 


Greenhouse And Estate 
Sprayer 

Made in two types—wheelbarrow 
type and power operated, the former 
motor powered and the latter engine 
powered. They are small capacity, light 
weight, portable power sprayers for 
greenhouses, estates, golf courses, or 
wherever sprayer of this type is ‘desired 
for economic and efficient application 
of spraying materials. Especially rec- 
ommended by maker for greenhouse 
use as handle may be folded back, re- 
ducing overall dimensions sufficiently to 
permit easy access to narrow aisles and 
smaller spaces. They can be used for 
whitewashing and applying oil to golf 
course sand traps as well as insecti- 
cides, etc. The F. E. Meyers & Bro. 
Co,. Ashland, Ohio. 





Xmas Display Card 


This display card, 15 by 21 in. is 
available free to Hamilton Beach deal- 
ers. It has been reproduced by a new 


Hamilton Beach 










process of direct color photography. 
Hamilton Beach Co., Division of Sco- 
vill Mfg. Co., Racine, Wis. 


Sliding Door Latch 


Adapted to any sort of swinging door 
or gate, this “Littlke Hummer” latch is 
simple but strong in construction. A 








staple permits locking the latch with a 
padlock. Can be installed on any door, 
right or left-handed. Wagner Mfg. Co., 
Cedar Falls, Iowa. 
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When “Little Giant” dies are assembled, 
size and fit is controlled by an accurate gage. 
No guesswork—no over or under-size 
threads cut by “Little Giant” dies. 


“Little Giants” are super-accurate and long- 
life screwplates. For a half century they 
have been the choice, of machinists and 
others who appreciate good tools—the peo- 
ple who are the best kind of customers— 
people who, to date, have bought over a 
million “Little Giants.” 


GREENFIELD TAP & DIE CORP. 
Greenfield, Mass. 


Detroit Plant: 2102 West Fort St. 


Warehouses in New York, Chicago, Los Angeles and 
San Francisco 


In Canada: Greenfield Tap & Die Corp. of 
Canada, Ltd., Galt, Ont. 


GREENFIELD 











The tapered recess 
in the screw is the 
same shape as the point of the driver. 
The screw clings to the driver. The driver 
can’t slip out of the recess. Faster driving 
methods are safe to use — no more scarred 
surfaces — no more screws driven crooked 
—no more burrs to file off. Pilot holes 
often eliminated. 


American Screw 
Company engineers 
carefully worked out the angles of the 
patented Phillips recess to utilize the 
driver’s maximum turning power. Amer- 
ican PLUS Screws, in many industries, 
are cutting assembly costs 50% and more 

. - reducing spoilage . . . improving hold- 
ing power. 

An ordinary driver 

can be used — but 

better results come with Phillips Drivers 

(available from American Screw Company 
and leading tool manufacturers). 






GAIN TIME GUIDEDRIVER GUARD WORK 


Copyright 1938 by 
AMERICAN SCREW COMPANY 
Providence, R. I. 

Chicago office and warehouse: 219 W. Randolph St. 
Detroit office: 1010 Stephenson Building 
Pacific Coast representative: Osgood & Howell, 
Los Angeles, Seattie, San Francisco 
Reading Screw C y, Norristown, Pa. 
(division of American Screw Co.) 








U, 8. Patents on Products and Methods Nos. 
2,046, 343: 2,066,837: 2,046,839: 2,046,840: 2,082,085: 2,084,078: 


"079: 2 090.338, 
Other Domestic and Foreign Patents Allowed and Pending. 
SLOTTED — AND PHILLIPS —— HEAD 


WOOD SCREW: ACHINE SCREWS 
SHEET METAL SCREWS STOVE BOLTS 


and a complete line of ailled fastening devices 
REET 86 NR 
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Stainless Steel Skewers 


No. 410—four handsomely-designed 
stainless steel skewers with ornamental 
heads are packed in a transparent non- 





inflammable “plastacele” container. 
Finish of skewers is guaranteed not to 
taint or tarnish. Twelve containers are 
packed in three-color, process-printed 
counter display carton inclosed in Kraft 
folder. Michigan Wire Goods Co., 
Niles, Mich. 


New Toast-O-Lator 





As toast moves through this new 
model one can see how it is toasting 
by looking in the little Wind-O-Spy 
on the side of the metal case. Toast- 
O-Lator keeps slices moving while they 








| A GENERAL ELECTRIC! 


are being toasted. No grid marks or 
burned spots on toast. Timing is con- 
trolled by a silent electric motor. Has 
no knobs, controls, slides, or sides to 
fall down and no dials or regulating 
mechanism. Uses 700 watts and toasts 
all kinds and sizes of bread. Chromium 
plated with base of black plastic ma- 
terial. Base is air-cooled. For 105 to 
120 volts, alternating current, only. 
Crocker-Wheeler Electric Mfg. Co., 
Ampere, N. J. 


Insulated Screw Drivers 





A large size screw driver with %4-in. 
square blade and a smaller size screw 
driver with 3/16-in. round blade have 
been added to the line of insulated 
screw drivers made by the Keystone 
Brass & Rubber Co., 811-15 Chestnut 
St., Philadelphia, Pa. 





Bolt and Nut Catalog 


The Wasmer Bolt & Nut Co., 13000 
Athens Ave., Cleveland, Ohio, has issued 
a new catalog showing list prices, 
illustrations and descriptions of the 
complete Wasmer line of screws, bolts 
and nuts. The catalog has simplified 
tables and grouping and is thumb- 
indexed for speedy reference. 


Refrigerator Window 


This display for the 1938 Christmas 
refrigerator window is part of the G-E 
monthly window display service. The 
theme of the display ties in with the com- 
pany’s Christmas national advertising 
campaign which is built around the 
slogan, “For The Practical Person With 
A Sentimental Side.” General Electric 
Co., Appliance and Merchandise Dept.. 
Nela Park, Cleveland, Ohio. 
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““MEMCO” 


THE NEW DECORATED 
KITCHEN ENAMELWARE 


A blue ribbon winner that "went to town" 
at the NEW YORK HOUSEWARES SHOW. 


“MEMCO” Vitreous Decorations are fired right into the 
enamel—they are a part of the item; the Decoration is 
PERMANENT and as DURABLE as the enamel. 
“MEMCO” is manufactured in a complete line of color 
combinations for your selection. 


Things You Should Know About This New Line 


1, ACID and STAIN RESISTANT. 

2. Triple Coated on Special Heavy Steel. 

3. New, Molded Plastic Bail Grips, Cool and Non-inflammable. 
(Pat'd). 

4. High Domed Covers, Smartly Styled, Vented. 


5. Non-Boil-Over, Flavor-Saving Rims—"Plus" features on all 
covered items. 





Supported by National Advertising in leading consumer 
Don’t forget the “MEMCO” Roaster Line publications, this New “MEMCO” line will make history in 


: g enamelware sales and profits. 
You can still place orders and receive 


your stock before the holidays. 
If you do not already have them, write THE MOORE ENAMELING & MFG. CO. 
Dept. C for current prices. factory and main offices 
WEST LAFAYETTE, OHIO 
BRANCH OFFICES 


New_York, N. Y. Boston, Mass. Dallas, Texas Seattle, Wash. Chicago, Ill. Portland, Ore. 
200 Fifth Ave. 25 Portland St. Great Nat!. Life Bldg. 1516 Second Ave. Mdse. Mart 1095 Security Bldg. 


BUY MOORE AND SELL MOORE ENAMELWARE 






















FRICTION. MODERN CASTERS FOR MODERN HOMES 


LESS ¢¢ A CME” Ball Bearing Casters are modern, streamlined 
casters which roll along on ball bearings on floors, 

rugs or carpets. A demonstration quickly sells a set of 
| ATTRACTIVE “ACMES” and one set sells another. Just roll an “ACME” 
DESIGN on the counter and a sale is made. 
s 


QUIET, 
SMOOTH 
ACTION 


A 
PROFITABLE 
ITEM 
e 
STURDY 
CONSTRUC- 
TION 


NEEDED IN 
EVERY HOME 














e 
ROLL IN ANY 
DIRECTION 


. 
BUILT BY 


BALL Increase your caster business and profits 


BEARING with “ACME” Ball Bearing Casters. 


SP T 
_ _ Tue ScHatz MANUFACTURING Co. 
POUGHKEEPSIE, N. Y. 
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“Gone With the Cash’ 


(Continued from page 46) 


1936 a fraudulent racketeer passed 
away in the Federal Prison at Lew- 
isburg, Pa., and in a confession 
made shortly prior to his death he 
stated that he had operated in 
many large commercial centers in 
the East and Middle-West, at all 
times under different names. As a 
matter of fact, when taken into 
custody in Philadelphia, his wife 
attempted to visit him but even 
she could not recall the alias used 
in his last scheme and consequently 
was unable to see him. This fel- 
low might have continued in 
frauds up until the time of his 
death but for his vanity. He 
thought he could act as his own 
“front” man. 

Changes of names are common 
among this type of crook, for ex- 
ample, “D” of New York became 
“E” of Chicago overnight, and 
then in various other cities he was 
known as “F,” “G,” “H,” etc. As 





a matter of fact, he would answer 
to any name and this was his un- 
doing as he had forgotten the alias 
used when depositing money in a 
New York City bank that he had 
secreted from creditors of the com- 
pany. On a plea of guilty he re- 
ceived 18 months’ imprisonment. 

Recently we have been working 
in close cooperation with the Ca- 
nadian authorities, and this pro- 
cedure has been followed due to 
the fact that of late “front” men 
have been coming to the United 
States from Montreal and Canada, 
and when merchandise is obtained 
in the large commercial centers 
throughout the Middle-West and 
the East, it is immediately shipped 
into Canada where it is rapidly 
disposed of. Three prominent rack- 
eteers, formerly New Yorkers, 
have recently completed serving 
prison sentences in Canada on 
charges of violating the customs 


















and fine craftsmanship. 


60 Reade St., New York City 
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Of course they want a bike! Every young- 
ster's heart is set on it. But don't stop with 
the youngsters. High school and college young people 
and many sports minded adults have been dropping 
hints about how much they, too, would appreciate a 
Shelby Bicycle for Christmas. It is your big opportun- 
ity for profitable Christmas merchandising. Tie into it 
with the powerful appeal of Shelby Speedline styling 


New York Sales Office & Warehouse Western Office & Assembly Plant 2a 
935 S. Wall St., Los Angeles, Calif. . 






THEY 
ALL WANT 


Ee 
sea” 
“Lye 


FOR CHRISTMAS 












laws, although the person who ran 
the racket through which they re- 
ceived the merchandise has not yet 
been apprehended. 

When these men start a racket a 
sum of money is deposited in a 
local bank, after which a financial 
statement showing a healthy con- 
dition is circulated, and when mer- 
chandise is received it is immedi- 
ately diverted and shipped to some 
point near the Canadian border, 
later to be brought into that coun- 
try. However, the racketeers have 
recently found that the Canadian 
Customs authorities working under 
the supervision of Commissioner 
Savard have been more than alert, 
and drastic punishment has been 
meted out to offenders of the Cus- 
toms laws. 

The work enters into many lines 
of business, from foods to furni- 
ture and from hats to shoes, and 
when an indictment is obtained 
and the violator is classified as a 
fugitive, the investigators devote as 
much time as is possible in locat- 
ing him and causing his apprehen- 
sion. 

During the early part of 1935 a 
certain individual, who had been 
indicted in Philadelphia early in 
that year, was located by one of 
our investigators after many 
months of effort in following leads 
in New York City, Syracuse, Chi- 
cago, Detroit, Philadelphia, New 
Haven and Boston. This man was 
subsequently convicted of violat- 
ing the Mail Fraud Statute as well 
as the National Bankruptcy Act, 
and he received a prison sentence 
of four and one-half years. 

One of the most vicious rackets 
operated in recent years was that 
with respect to a corporation which 
enjoyed a good rating and which 
was taken over by a group of 
racketeers who succeeded in milk- 
ing creditors to the extent of more 
than $100,000. Their work could 
possibly be called clean as the only 
asset found on the premises at the 
time the receiver took possession 
was a case of soap. 

When the case with respect to 
this corporation was given to the 
Department for investigation there 
was little or no information avail- 
able to indicate the true identity 
of the persons who operated the 
scheme. It was only through a 
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(PATENT PENDING) 


RIVETLESS SOCKET GRAIN SCOOP 
























Soap pemmengeny “wit HE) enone | 2 Bape seeseety eeuaeten 
meeting with instant approval Steel “ “ of socket is welded to approxi- 
wherever it is shown. Here are the cap on mately 2” from top. End of handle 
outstanding features of the Rivet- Fae is reinforced with steel, which 


makes it impossible for rivet to 
spread or pull loos¢ when scoop 
is subjected to shoveling strain. 


4. The lower end of handle is 
covered with a metal cap which 
protects handle and adds to ap- 
pearance of tool. 


5. Rehandling can be easily ac- 
complished by removing head of 
rivet and extracting. 


less Socket Grain Scoop. 


1. Smooth socket—Elimination of 
rivets from the socket makes it 
possible for the user to slide hand 
over socket without encountering 
sharp or rough edges. 

2. Less possibility of handle break- 
age at socket. Handles which are 


not bored are approximately 12% 
stronger than those bored for rivets. 















Back view of the ABW 
Rivetless Socket Grain Scoop ABW PRODUCTS 


Shovels ¢ Spades © Scoop 


Ash Your Jobber Forks ©. Maes 


Post Hole Diggers 


AMES BALDWIN WYOMING CO. Awriculisiedl Hand 


PARKERSBURG, W. VA. + NORTH EASTON, MASS. 








DESIGNED and BUILT for YOUR CUSTOMERS 


_ Tests in actual service have proved that the expert engineering and quality construc- 
tion of DEMPSTER Water Systems rank them first for giving complete satisfaction. These 
systems will build both sales and prestige for you. 


DEEP WELL PUMPS —tTne most sim- SHALLOW WELL PUMPS — 


















ple, efficient and economical power head 
built—all parts automatically oiled, no 
oil pumps required—for running water 
systems where source of water supply 
exceeds 25 feet. Requires less power 
to operate. Pressure tank or 

overhead tank can be used. 
Electric motor or gasoline 
for power. Two sizes; 
6 in. stroke or 9 in. 
stroke. 
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Wonderfully efficient and economically 
operated for wells and cisterns up to 25 
feet lift. Built in the following sizes... 
250, 350, 500 and 700 gallons per hour 
with 20 gallon galvanized horizontal 
tanks or with 42-, or 120-gallon galva- 
nized vertical tanks. Semi-automatic 


Gasoline Engine-driven Water Systems 


with 42-, 120-, or 315-gallon 
galvanized tanks. 


WRITE and we will send 


complete information. 


DEMPSTER MILL 
MFG. CO. 


BRANCHES: Omaha, 
Nebr.; Kansas City, Mo.; 
Sioux Falls, S. D.; Den- 
ver, Colo.; Oklahoma City, 
Okla.; Amarillo, Texas; 
San Antonio, Texas. 








Dempster Hand 
Pumps have been 
leaders for 60 
years. Shown here 


Beatrice, — Fig. 210F 
ump—a eavy- 
Nebraska Sas tant oa 


for wells of any 
depth . . . fur- 
nished in either 
6” or adjustable 
stroke. 
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CUSTOMERS 














Your customers know from 
experience that they cannot 
buy better tools than Morse 
. .. that Morse stands for effi- 
ciency. That is the reason it 
” to have acomplete stock. 


THE MORSE LINE 


Includes 


High Speed and Carbon 
| Orills Chucks 

; Reamers Counterbores 
Cutters Mandrels 

: Taps and Dies Taper Pins 

. Screw Plates Sockets 


| Arbors Sleeves 
; 


TWIST DRILL & MACHINE co. 
NEW BEDFORD, MASS., U.S. A; 
NEW YORK STORE: 


570 WEST 
150 LAFAYETTE ST. RANDOLPH ST. 
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CHICAGO STORE: 





long process of elimination that 
the true identity of the crooks was 
obtained, and the facts were then 
submitted to the United States At- 
torney but the investigation was 
not completed in time to prevent 
this same group from starting a 
second fraud through another cor- 
poration. Convictions of individu- 
als in the number of 15 were 
obtained in both of these cases and 
the principals sent to prison. 

While most of the work of the 
Department involves fraudulent 
bankruptcies, nevertheless, in the 
course of a year we handle a num- 
ber of matters involving the issu- 
ance of false financial statements, 
which if the evidence so warrants, 
are presented to the Federal or 
State prosecutor. To the former, in 
the event the mails were used in 
the furtherance of the scheme to 
defraud, and to the latter, on 
charges of larceny or the obtain- 
ing of merchandise with intent to 
defraud or under false pretenses. 
As a rule, financial statement cases 
are not as complicated as are vio- 
lations of the National Bankruptcy 
Act. 

Often questionable _ financial 
statement cases are brought to us 
for investigation and which cases 
we find are not worthy of present- 
ing to the authorities. For example, 
round figure statements, which 
after all can only be looked upon 
as an estimated report of condition. 
and undated or unsigned state- 
ments, or ones bearing the signa- 
ture of a person not actually en- 
gaged in operating the business. 


Vulnerable Points 


The vulnerable points in a finan- 
cial statement are the Accounts 
Payable and the Accounts Receiv- 
able. It is very difficult to attack 
the inventory, and the bank de- 
posits are usually in agreement 
with the figures reflected in the 
statement. 

The courts of today are realiz- 
ing more than ever that more 
monies are lost through commer- 
cial fraud than through the activi- 
ties of all the Dillingers and their 
type. It is estimated that rackets 
cost the business men millions of 
dollars every year and this loss is 
probably ten times greater than 
that obtained by bank and store 





burglars and other types of crim- 
inals who have been engaged in 
robberies. 

Judge Welsh of the Eastern Fed- 
eral District of Pennsylvania when 
sentencing a number of crooks to 
jail stated, “You have brought dis- 
repute on our city and made it 
hard for honest business men to 
obtain credit. It is not fair for 
men like you to besmirchthecredit 
standing of Philadelphia and then 
when the game goes against you 
to expect that you can go without 
punishment.” In the same case 
Judge Welsh also said, “We are 
going to take the profit out of 
criminal trade dealings.” In this 
particular case Judge Welsh sen- 
tenced 17 thieves to terms of im- 
prisonment totaling 25 years. 


1640 Convictions 


The Fraud Prevention Depart- 
ment since its inception during 
June of 1925 has accounted for 
1640 convictions of individuals 
charged with commercial fraud, 
most of whom can be classified as 
racketeers, whose sole purpose in 
entering business is with but one 
thought in mind—to defraud their 
unsuspecting creditors. 


The Montana Convention 
(Continued from page 53) 


lation directly affecting us. Your 
association represents the united 
front of the dealers over the state 
and has the backing of the national 
association.” 

Mr. Carney delivered a dynamic 
address in which he attacked the 
federal New Deal for reaching out 
for constantly increasing control of 
business throughout the land, and 
for failing to fulfill platform prom- 
ises. Entitled “A Business Man 
Speaks Up,” his address was a de- 
nunciation of the government in 
business, labor unrest, relief situa- 
tion, and administration of the un- 
employment problem. He termed 
his talk an analysis—not political 
from a party standpoint—of the 
position of American business and 
business men in the present era of 
labor pressure and multiple forms 
of taxation. 

Social functions of the convention 
were confined to the concluding 
night when the convention banquet 
and dance was held. H. K. Jones 
of Lewistown acted as toastmaster 
at the banquet. 


HARDWARE AGE 








in 


‘ed- 
hen 
3 to 
dis- 
» it 

to 
for 
dit 
hen 
you 
oul 
ase 
are 

of 
his 
en- 
im- 


yn 


pur 
ed 
ate 
1a] 


nic 
he 
ut 


nd 


an 
le- 


a- 


ed 
al 
1€ 
id 
of 
ns 


yn 
g 
et 
es 
er 





The Russell & Erwin Line 
of Builders’ Hardware 


(Continued from page 60) 


trance handles and miscellaneous 
trim. 

A wide range of Colonial de- 
sign door knobs and key plates 
gracefully molded and patterned 











Alamo and Granby designs. 


after authentic designs of those 
found on homes of the Colonial 
era is offered. Many of these knobs 
are available in sizes from the 
small 134 in. knob found on New 
England colonial homes, to the 
massive 314" in. knob used on the 
stately mansions of the Old South. 
A great many of these knobs are 
furnished with concealed screw 
roses and when used with drop 
key plates, the combination pre- 
sents a neat trim appearance due 
to the fact that all screws are 
concealed. 

A distinctive line of cast brass 
rim locks is available, offering the 
security of the most modern locks, 
yet in appearance the distinguish- 
ing lines of the early Colonial rim 
lock has not been lost. These 
locks are furnished in a wide 
range of sizes from the small in- 
terior bit key lock to the large, 
massive front door cylinder rim 
lock. 

The Russwin line of colonial 
forged iron hardware consists of 
a great variety of thumb latches, 
handles, hinge straps and other 
accessory door trim. Every piece 
is actually forged by hand. The 
surface of these articles shows the 
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actual hammer marks of the 
craftsman and is furnished in 
either dead black or half polished 
iron finishes. Every design is an 
exact copy of some original piece 
of lock trim. For hardware 
adaptable to homes of the early 
American period, this distinctive 
line of Russwin Colonial hardware 
is ideal. 

All builders’ hardware manv- 
facturers, as well as their dealers, 
agree that the prospective home 
builder is less familiar with the 
types and qualities of builders’ 
hardware than any other item 
which goes into the construction 
of a home. They all agree that 
something should be done to ac- 
quaint the prospective home 
builder with quality hardware. 

The Russwin organization was 
the first to do something about 
this very deplorable condition by 
issuing a 20-page booklet—“Russ- 
win Residential Hardware of Dis- 
tinction.” This booklet, printed in 
two colors, groups together vari- 
ous designs adaptable to definite 
types of homes in Colonial, Eng- 
lish, Spanish and Modern Archi- 
tecture. Through the use of build- 
ing reports issued by the Dodge 
Corporation, which reports are 
furnished free to all Russwin 
dealers, one of these booklets is 
mailed to every home _ builder 











Cast brass Colonial door knobs. 


throughout the country who is 
building a home with a valuation 
of $6,000 or more. This distinc- 
tive piece of advertising is just one 
example of the many dealer helps 
originated by Russwin. 

Besides the exclusive Russwin 
items and features outlined in this 
article, the Russwin line is com- 
plete, offering every article of 
builders’ hardware required in all 
construction from the modest 
country cottage to the towering 
city skyscraper. 


Slandering Employee 
HATEVER grievance a busi- 


ness man may have against 
an employee, he should be careful 
about expressing it in the presence 
of others or permitting any au- 
thorized representative of his to 
do so. 

The women employed in a Mis- 
sissippi business house engaged 
in a personal feud. The employer 
suspected that a third woman em- 
ployee was in some way con- 
nected with this trouble. The em- 
ployer therefore instructed a rep- 
resentative of his to investigate the 
matter. 

This representative dismissed ~ 
one of the feuding ladies under 
the authority given him by the 
employer. Then turning to the 
third woman, whom the employer 
suspected, he said in the presence 
of the foreman and another em- 
ployee: 

“It has been reported to me by 
half a dozen people or more that 
you have been stealing. We are 
not going to have anything like 
that going on here. You are a 
dangerous character and a thief. 
You are fired.” . 

The woman to whom _ these 
words were thus addressed sued 
the employer for slander and ob- 
tained a judgment of $5,000 
against him. Affirming this judg- 
ment, the Supreme Court of Mis- 
sissippi said: 

“The language was thus with- 
out foundation and _ malicious. 
Furthermore the fact that it was 
uttered in the presence of the fore- 
man and another employee, who 
had no connection with the charge, 
was an unnecessary publication 
tending to show malice.” 
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ot Cnctic Circles 
Yes ANnrl 


SUPER -OIL 
PORTABLE HEATERS 


@ Sell portable sunshine. Glowing 
sunny heat that can be carried into 
those “Arctic Circle Rooms” in 
every home! Ypsilanti Super-Oil 
Portable Heaters have been stream- 
lined for modern appearance. They 
give quick, clean, healthful heat and 
may be safely carried from room to 
room even when lighted. Two sizes 
—three finishes. The “Arctic Cir- 
cle’ counter displays, newspaper 
ads and folders help you sell. And 
they are all furnished free. Write 
for the whole story. 


UNITED STOVE CO. 


YPSILANTI, MICH. 





Portable Heaters and your free Arctic 


Tell us all about Ypsilanti Super-Oil 4 
Circle selling helps. 


NAME 


ADDRESS 

















Interesting wall road map of the Valentine Hardware Co., Boulder, Colo. 


Map on Building an Advertisement 
for Colorado Hardware Firm 


HE Valentine Hardware Co., 

Boulder, Colo., has established 
the corner occupied by its store as 
something of a landmark in the city 
by donation of a side wall of the 
building for a huge map of Boulder, 
painted through the cooperation of 
the Chamber of Commerce. 

Located at the city’s most import- 
ant intersection, the Valentine store’s 
side wall is worth money for sign 
usage. The space could readily be 
leased to commercial advertisers for 
a healthy sum. But donation of that 
space for use by the Chamber of 
Commerce has probably paid much 
higher dividends. 

When Boulder people want to 
direct strangers to this intersection, 
they almost invariably mention the 
big map as a landmark. As tourists 


pass the corner, they stop to ex- 
amine the map and learn routes and 
interesting facts about the area. 
Hundreds of them every year—pos- 
sibly thousands—actually stop and 
come across the street to examine 
the map at close range. Certainly 
that’s good advertising. 

Colorful sketches of the activities 
in different cities in the state make 
the map unusually interesting. For 
instance, Central City being a min- 
ing town, a man with a pick is pic- 
tured here. At the spot marking Ft. 
Logan are illustrations of soldiers. 
On Monarch Lake. a famed trout 
lake, are illustrations of fish. 

On one side of the map is a list of 
suggested drives, with distances 
from Boulder. On the other is a list 
of interesting facts about Boulder. 





Just Among Ourselves 
(Continued from page 29) 


the minds. If the food chain store 
clerks are organized there will 
probably come higher wages and 
shorter hours. If this organization 
work is successful in the food 
chain field it will likely spread 
to other chain groups causing 
them to pay higher wages for 
shorter hours. If so—chains will 
then lose a very decided operat- 
ing costs advantage they have en- 
joyed for many years in that 
chain store wages and hours have 
not been as attractive as the wages 
and hours enjoyed by independent 
store clerks. Such a development 
would probably affect chain store 
operations more seriously than is 
realized. Recall Dr. Paul Ny- 


strom’s famous NRA retail code 


hearing speech. As spokesman 
for practically all of the chains’ 
groups, he said a $10 per week 
minimum wage would effect a sub- 
stantial increase in chain store 
payrolls, and affect more than 75 
per cent of all chain store em- 
ployees. Certainly the history of 
chain store wages does not give 
the chains common fighting 
ground side by side with either 
major labor organization—if, as 
we have always understood, the 
aim of organized labor is better 
working conditions, living wages, 
etc. Perhaps the desire for mem- 
bership among union leaders is a 
more vital matter. Obviously, 
union income is from dues and 
dues can only be collected from 
memberships. 
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Let the 
FIGURES Speak 





When a man is hungry— 
he wants food. When 
business seeks opportu- 
nities—it wants results. 
The classified section of Hardware 
Age has been securing results for 
its advertisers in no uncertain 
manner. A check up of ads. for 
Sales Representatives, Help 
Wanted, Positions Wanted and 
Accounts Wanted showed 


4,547 Replies to Box 
Number Advertisements 
from September, 1936, 

to August, 1937 


These impressive figures repre- 
sent a GAIN of 1,041 replies 
OVER the corresponding period 
in 1935-36. And a still LARGER 
GAIN of 2,575 replies MORE than 
the same period the year before. 


These convincing results prove 
that Hardware Age covers the 
trade and “Delivers the Goods” 
for those who make use of its 
Classified Section. 


HARDWARE AGE 


A Chilton Publication 


Classified Opportunities Department 
239 West 39th Street, New York, N. Y. 


A.B.C.—Charter Member—A.B.P. Inc. 
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ON THE MEND 


OR MENDING THINGS you'll 

find thata great many folks 
make it a point to keep a tube 
of Duco Household Cement 
regularly at hand. 

You see, Duco Cement is 
the flexible, transparent, wa- 
terproof cement which holds 
with a bulldog grip on just 
about everything. Because it’s 
flexible, it’s ideal for repairing 
upholstery, luggage, awnings 
and shoes. Because it’s trans- 
parent, it’s just the thing for 
making lamp shades and paper 


articles . . . and for mending , 


glassware and china. Because 
it’s waterproof, even washing 
with boiling water and strong 
soapsuds won’t meltorloosen it. 

Yes, and because Duco 
Household Cement is made by 
Du Pont, it enjoys acceptance 
on sight even among folks who 


have never used it. People know 
that the name Du Pont is as- 
surance of top quality in any 
product. 

Be sure you stock and dis- 
play Duco Household Cement. 
You'll find it sells itself fast. 
And here’s that first step to 
take right now: Write us for 
net prices and complete details. 
E. I. du Pont de Nemours & 
Company, Inc., Wilmington, 
Delaware. 


"(6 us par orf 
. 


REG. U.S. PAT. OFF. 


CEMENT 





TRANSPARENT, FLEXIBLE, WATERPROOF... for china, 
glass, wood, leather, metal, paper, fabrics, etc. 
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% Here's a quick seller. 
A wrench set that ideally 
meets your customers’ 
needs. 


Made of drop forged, tem- 
pered carbon steel with 
panel bar and parabolic 
heads. Best designed mod- 
erate priced wrench on 
the market. Backed by 40 
years of tool craftsman- 
ship. 


A good item to display. 
Attracts trade — pushes 
sales up. 


THE VLCHEK TOOL CO. 


3001 E. 87TH ST. 
CLEVELAND, OHIO 


ww, 





QUICKER SALES 
FASTER TURNOVER 
MORE VOLUME 
BETTER PROFITS 


VLCHER 
TOOLS 
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* den RANGES 


HEATERS 


George Courtney (left center), of Harper & McIntire Co., Cedar Rapids, Iowa, 
bids good-bye to B. B. Turner (right center), sales manager of the Globe Stove 


& Range Co., before leaving the factory with a new trailer. 


A Show Room That Goes to 
the Prospect’s Door 


HE horse and wagon has be- 

come a trailer. The trailer has 
become a display room, one that 
does more than wait for the prospect 
to come to it. This sales method 
has perhaps the highest application 
of a half-dozen sales rules. More 
important, it produces results, for 
it sells in the place where the pros- 
pect has least sales resistance, his 
home. 

A large variety of products is be- 
ing sold from the trailer. Some or- 
ganizations use a few outfits to assist 
their dealer for a short time. After 
a week or two with the dealer the 
outfit moves on. For example, the 
Globe Stove and Range Co., Division 
of Globe American Corp., Kokomo, 
Ind., has for several years used dis- 
play trailers operated by re-sale 
men, who worked with a Globe 
dealer for two weeks. 

The advantages of this type of 
selling are many and varied. The 
experienced salesman will recognize 
these vague psychological slants as 
boosts toward a signed sales-order. 
The propect is housework minded— 
ready to appreciate the time and 
labor-saving advantages of the prod- 





uct. She reacts as a user of the 
product, not as a cold-blooded ana- 
lytical buyer. Nowhere else can she 
be more receptive. Yet she is in a 
buying mood. She needed the prod. 
uct, now she wants it. 

Each home visited becomes the 
focal point of a prospect-producing 
area. Neighbors see the trailer 
pass. Some may be visiting the 
prospect’s home. Frequent calls 
keep the name alive so that the 
propagandizer has a real chance to 
develop sellable prospects. 

One of the Globe company’s dis. 
tributors, Harper & MclIntire Co.. 
Cedar Rapids, Iowa, operates two 
trailer outfits. Each trailer carries 
three Dutch Oven ranges and a Glow 
Boy heater; a display sufficiently 
varied to give the prospect a wide 
choice. The rules of merchandising 
display are observed. The furnish- 
ings and lightings are those of a 
modern kitchen. George W. Court 
ney, head of the Globe division of 
Harper & McIntire Co., has charge 
of the trailer display and reports 
these traveling show rooms are a 
complete success. 


New Dutch Oven ranges are displayed in a modern kitchen setting. 
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NEW STARLINE ‘‘COOPERATION 


PLAN’’ BRINGS Gulf? 
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NEW STARLINE ROLL-UP 
ALL STEEL WINDOWS 


STARLINE tne teaver 
FOR OVER 50 YEARS GIVES 
YOUR CUSTOMERS ADVANCED 
FEATURES NOT FOUND 
IN ANY OTHER LINE 
REGARDLESS OF PRICE 
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BARN EQUIPMENT SALES 


It's easy to get Barn Jobs 
when you offer farmers a 
complete service of planning 


.and equipping the entire 


barn. The new Starline "Co- 
operation Plan” gives you 
every help you need to swing 
the job —trained salesmen, 
intelligent plan and layout 
service, attractive displays 
and working models, and the 
finest line of barn equipment 
on the market. Most of the 
major improvements in barn 
equipment have originated 
with Starline. 


Investigate this easy way | 


to get more Barn Jobs—and 
make the added profit on the 
Barn Equipment. 





WILL BRING 
PROFITS 
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STARLINE, INC. 


302 FRONT STREET 


HARVARD, ILLINOIS 

















ELEK-TRO-CUT 


oie Steel? 
FLOOR SANDING PAPER 


(FOR RENTAL FLOOR SANDING MACHINES) 


Your customers will get greater satisfac- 
tion when they use Elek-Tro-Cut Ruff-Stuff 
Floor Sanding Paper because of its faster 
cut, longer wear and the better finish 
delivered. 

The Elek-Tro-Cut method of coating gives 
uniform spacing of mineral grains—keeps 
the sharp ends exposed for faster cut— 
and prevents loading or filling. 

To keep customers recommending your 
floor sanding service, supply them with 
Elek-Tro-Cut Ruff-Stuff Floor Sanding 
Paper. 

Order today. 


There It A "Ref f-Stf 
Cut Sheet Jor Every 






YOUR 
JOBBER 
CAN SUPPLY 

YOU 


MINNESOTA MINING & MFG. CO. 
SAINT PAUL MINNESOTA 
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AN EYE-CATCHER 
and a Sales- Maker 





ACME TACK-POINT 


Corrugated Fastener 
Display Carton 


A product that many of your customers 
use frequently, in a package that will 
catch their attention, and at a price that 
assures repeats—can make money for you 
if you set it “out in front.” The new 
Acme Corrugated Fastener display carton 
gives you just that opportunity. It is at- 
tractive, compact and makes the sales. 


Carpenters, homeowners, workers in many 
crafts, in fact nearly everyone who uses 
a hammer is a potential buyer of these im- 
proved fasteners. Stronger joints are 
made easier and faster in almost any kind 
of wood product with Acme Tack-Point 
Corrugated Fasteners. Mail the coupon 
for a free sample box. 





3 Popular Sizes Packaged 


Each package contains fifty fasteners of 
one size %x4, ¥2x5 or %x5—12 boxes to 
a display carton. For larger demands, 
Acme Corrugated Fasteners are available 
in: standard cartons of 250, 500 and 1000 
fasteners; boxes of 100 fasteners, 10 boxes 
to a carton; and in 100-Ib. kegs. 


ACME STEEL COMPANY 


General O'fices: 2838 Archer Ave., Chicago, Ill. 
Branches and Sales Ovfices in Principal Cities 


WRITE FOR 


FREE SAMPLE BOX 





Acme Steel Company 
2838 Archer Ave., 
Chicago, IIl. 
Gentlemen: 


Send me, without charge, a sample 
box of Acme Tack-Point Corru- 
gated Fasteners. 


Name 
Address 
City .. State 
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Everyone They Had Was There 


By BILL RALEY 


HE Mississippi Hardware Com- 

pany, Vicksburg, Miss., recent- 
ly put on a window display in cutlery 
that obtained results. Hunting 
knives, pocket knives and kitchen 
knives for every purpose were all on 
display. In short, every knife the 
firm had in stock was there. The 
firm estimates that a person on the 
street passes this window in seven 
steps. This display caused them to 
stop and window shop. 

The novelty of this display was 
the fact that the knives were not laid 
down on the floor of the window as 
is usually the case. Each knife was 
placed lengthwise, side by side, with 
about an inch of space separating 
them. They were securely fastened 
on boards. Small holes were made 
in the boards and copper wire was 
run through the holes and around 
the knives to hold them in place. 

Boards of about 3 ft. long and of 
very thin material were used for the 
purpose giving the display a three- 
panel effect. The boards were 
painted red and made a fine back- 


ground for the knives. Black or 
purple would also have been good 
colors to have used and clean, un- 
painted boards would have also an- 
swered the purpose perfectly. 

People see a display of this type 
and it is very easy and inexpensive 
to arrange. It increased cutlery sales 
11 per cent or more. Everyone needs 
a new knife of some kind, and some 
buy two or three different kinds at 
the same time. 

Consumer appeal of this window 
display revealed the following. In 
one hour, my stop watch showed that 
110 people passed the window, 35 
stopped and looked at the display 
while eight went into the store and 
purchased different pieces of cut- 
lery. 

This display is always good for 
more sales in cutlery as it is human 
nature to love to cut or carve things. 
Here is a display that has family 
appeal because a woman sees knives 
she wants, a man sees one or more 
that he must buy, and a boy just 
naturally has to have one. 


How’s the Hardware Business ? 


(Continued from page 52) 


Employment at the steel mills is 
steadily increasing, with September 
payrolls the largest of any month 
since last November. The Iron Age 
reports a gain of 18.3 per cent in 
pig iron output during October, with 
a further increase indicated for this 
month. The mills are making sub- 
stantially heavier purchases of steel 
scrap at prices which again are 
rising. ‘ 
* * * 

Bicycles—Recently published 
industry statistics show that the bi- 
cycle production is still gaining im- 
petus, with production this year at 
the highest point since 1899. Total 
production in 1937 was 1,130,736 
units, valued at more than $22,000,- 
000, and a gain of 72 per cent in 
units produced and sold over 1935. 
The industry’s low mark was reached 
in 1931, whose output of only 260,- 
000 bicycles was less than a quarter 
of the number made in the United 
States last year. The industry’s 
workers have increased by 35 per 
cent in the past two years—a very 
definite contribution to the employ- 
ment picture. The business of rent- 
ing bicycles in the towns and cities 
has grown to large proportions, 


while the railroads, too, are catering 
to the fast-growing group of “fans.” 
Bicycle trains leaving the larger 
cities for week-end trips to scenic 
country districts have shown a con- 
siderable increase this year. 





For Christmas Sales 
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Vocational School Trains 
This Firm’s Sales Staff 


(Continued from page 35) 


Know what to do in case of ac- 
cidents., 

Do not run across lawns. 

Keep equipment in good condi- 
tion. 

Keep in mind that the delivery 
truck is an outside advertiser of 
the J. J. Stangel Hardware Co. 
Deliver the merchandise in good 
condition. 

Do not criticize sales force with 
the customer. 

The group concluded that too 
many merchants look upon their 
delivery service as an expense that 
competition forces them to keep 
up. Delivery is as much a builder 
of trade as any other department. 

The conference leader pointed 
out that merchants and delivery 
men should keep in mind two 
things to accomplish in improving 
delivery service— 

To give better delivery service. 
To reduce the cost of delivery. 

The office manager of the Stan- 
gel Co. took charge of one confer- 
ence in which store records and 
their importance were discussed 
in detail. The office manager listed 
the various store records neéded 
in every business._ 


Acts of Courtesy 


Taking up the matter of cour- 
tesy, the conference group com- 
piled a list of little acts of courtesy 
necessary to make salespersons 
stand out. They included: 
Cordial greetings, and a smile. 
Undivided attention—look cus- 
tomer in the eye. 

“Thank you.” 

Please customers. 

Calling customers by name. 
Recognizing customer by name. 
Recognizing customer while wait- 
ing upon someone else. 
Apologizing to waiting customer. 
Being pleasant—even at 5:30 p.m. 
Pleasing tone of voice. 

Showing proper amount of mer- 
chandise—not just one thing. 
Courteous treatment to co-worker 
which is indirect courtesy to the 
customer. 

Taking customer to warehouse or 
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auto parts department if number 
of customers in store permits. 
Asking about past purchases. 
Making cheerful adjustments. 
Handing parcel to customer. 
Handing money and counting it to 
customer. 

Wrapping other parcels. 

Inviting them to call again. 
Hurrying with “hurry-up” cus- 
tomer. 

Short conversation upon conclu- 
sion of purchase, if possible. 
Taking merchandise to car or of- 
fering delivery. 

Using suggestive selling. 

Going to the door to meet custom- 
ers—opening it. 

Going to the door with customer 
after purchase—opening it. 

The group also listed the follow- 
ing don’ts on courtesy: 

Don’t walk in front of a customer 
without excusing your action. 
Don’t talk too long with “hurry- 
up” customer or when other cus- 
tomers are waiting. 

Don’t talk too loud—many cus- 
tomers resent it. 

Don’t handle merchandise as 
though it were valueless. 

Don’t tell a customer to help him- 
self unless absolutely necessary. 
Don’t chew gum. 

Don’t walk away from customer 
as soon as purchase has been made. 
Don’t be busy when “tough” cus- 
tomers come into store. 

Fire prevention was taken up 
in detail, national statistics were 
quoted and the group worked out 
a list of safety suggestions applic- 
able to the store staff of the Stan- 
gel company. 

The group was told by the con- 
ference leader that having a sales 
consciousness meant trying to 
serve the firm at all times. The 
group then worked out the follow- 
ing list of suggestions as to how 
this could be accomplished: 
When necessary make appoint- 
ments with customers for the eve- 
ning. It is often much more 
convenient for the customer. Some- 
times it is to the advantage of the 
salesperson to do this work in the 
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A. 
SEALS DOORS AGAINST 
DRAFTS WHEN CLOSED! 


“Pr 


@ Here’s a money-maker for 
you. Sentry Stop-a-Draft is a 
NEW device that automatically 
blocks the gap between floor and 
closed door. 


Your customers will want 
Stop-a-Draft because it answers 
a need in every home. It STOPS 
DRAFTS, CUTS FUEL BILLS, 
GUARDS HEALTH, PRE- 
VENTS CHILLS, REDUCES 
DUST, STOPS DOOR RAT- 
TLES, CHECKS ODORS. Easily 
attached to any door. Four attrac- 
tive finishes. Made in all wanted 
lengths. Retails — $1.50 and 
$2.00. Your market is limitless. 
Stop-a-Draft sells on sight— 
and one sells several. ‘Fastest 
moving houseware item ever 
handled,” says Cleveland store.* 
“Sold 48 first day on display, 
without advertising,” writes 
Chicago merchant.* 


Cash in on the fall and winter 
selling seasons. Write for in- 
troductory offer including de- 
scriptive folders, sales helps, 
counter demonstrator, balanced 
order assortment and trade dis- 
count. Write today. 


*Names on request. 


EVERY DOOR EVERYWHERE is a 
PROSPECT 


SEN VY 
Sip-2- Draft 


The Raysteel Specialties, Inc. 


Terminal Tower, 


Cleveland, Ohio 
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SOLID CENTER 
AUGER 


BITS 


ff 


ALWAYS 


G00D TOOLS 
e 


ALWAYS 
G00D SELLERS 









Due to its all-around usefulness there is a 
constant demand for the solid-center type 
of auger bit. This means that it is a most 
desirable bit to stock. And when you stock 
the Greenlee you have the added advan- 
tages of a tool combining the best in ma- 
terials, form and finish. 


Note the design which embodies a strong 
center stem, a smooth twist, and accurately 
pitched screw and cutting edges, which 
form a perfect cutting unit. The spurs are 
just the proper height and thickness, the 
cutters are keenly edged, and the screw 
point is well cut. Ample polishing adds 
the attractive touch and makes for easy 
boring in all sizes. 


When you stock Greenlee Solid-Center 
Auger Bits you may feel sure that you are 
in a position to offer the trade tools of 
unexcelled quality. Beyond this, when 
there is a call for other types of auger bits 
you can still offer Greenlee Bits of like 
quality, because Greenlee makes a com- 
plete line for every purpose. 


GREENLEE TOOL CO. 


WAbe Oli)? 47 Rockford, Illinois 
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evening, rather than during work 
hours. 

Make friends—it adds consider- 
ably to your drawing power. 

In conversation, whenever pos- 
sible, mention Stangel products. 
Use products sold by your concern 
yourself. Using Stangel products 
outside of working hours may fre- 
quently result in a sale. 

Belong to organizations and get to 
be well known. 

Patronize those who patronize 
your concern. 

Read advertisements of competi- 
tors to become better acquainted 
with their products. 

Read the papers—be on the look- 
out for marriages, births, etc. Con- 
tacts might result in sale of refri- 
gerator, vacuum cleaner, stove, 
kitchen utensils, etc. It was men- 
tioned that letters are, at present, 
being sent to newlyweds and to 
parents of newly born babies. 
Watch for strangers moving into 
town and invite them to the 
store. 

Watch for notices of proposed 
buildings and work hand in hand 
with contractors. 

Read your company’s advertise- 
ments, and look over your window 
displays so as to be well informed 
on new merchandise and special 
sales. 

Those with whom you might be 
conversing might have difficult 
problems to be solved. You can 
frequently recommend your prod- 
ucts which will be the solution to 
those problems. 

Through hobbies you can increase 
the sale of materials used in that 
hobby by discussing it with others 
and using the material yourself. 
Be careful of personal habits. As 
a salesman you should demand 
self-respect and should be faithful 
to the concern you work for and 
do nothing to discredit it. 

Keep store secrets regarding 
profits and losses, credit standing 
of customers, future plans, etc. 
Be loyal and do not permit your- 
self to criticize the management, 
store policies, etc., when talking 
with anyone. 

Be well versed on current topics 
through papers, magazines, and 
the radio—know about govern- 
ment, building policies, news of 
current interest, scores of different 
athletic contests, etc. 





The personal appearance of 

employees was also discussed and 
the group gave the following sug- 
gestions for personal appearance 
of salespersons at the Stangel 
store: 
Be as clean as possible, depend- 
ing upon the type of work you 
are doing. Maintain a good pos- 
ture and have a firm, quick step. 
Dress appropriately for your par- 
ticular job. Men should be cleanly 
shaven and women should not 
overdress. Shoes should be pol- 
ished and hair well groomed. 


““Making Charges” 


There was considerable interest 
in the conference on “making 
charges.” It was pointed out that 
often a salesperson can get a cus- 
tomer to pay cash by the mere 
phrasing of questions designed to 
secure information. The rules for 
making out charge slips, worked 
out by the Stangel group, are: 
Never ask a customer, “Do you 
want to charge?” First ask, “Do 
you wish to pay for this pur- 
chase?”, in a tactful manner. The 
failure on the part of those en- 
gaged in selling to observe this 
rule results in a much higher ac- 
counts receivable than is necessary. 
Ask the customer if he now has 
an account. If not, bring him to 
the office to have account opened. 
Before making charge be sure of 
his credit rating. 

If purchaser charges to another 
person a purchase order should be 
presented before making charge. 
If they do not have one, refer them 
to the office. This does not apply 
to regular accounts who sign slip. 
Check and if you are not positive. 
see the office. 

When charging any organization 
always get the correct name of the 
account as listed on your books 
and also have person making pur- 
chase sign a slip. Check with the 
purchaser to see if officers are cor- 
rect as listed. This applies to base- 
ball clubs, lodges, townships, vil- 
lages, fraternal societies, schools. 
etc. 

Be sure to make all charges on all 
accounts under the name listed on 
your books. If books are not right, 
advise office so that correction can 
be made. 
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Standardize 
US poutry 
NETTINGS 





Aterr dealers have 
been quick to recognize the spe- 
cific advantages of stocking and selling U. S. 
Poultry Nettings exclusively. By standardizing on 
U. S. HEXLOK and U. S. STRAITLOK, they 
now fill every demand of their trade and meet 
every phase of competition with perfect hexagon- 
mesh and straight-line nettings from one de- 
pendable source. 

This simplifies buying, shipping, stocking and 
re-ordering. It enables the dealer to concentrate 
all sales effort behind nationally-advertised, 
trade-marked products with strong consumer ac- 
ceptance. It builds profitable repeat business. 


Made with LOCK-TWIST 


U. S. HEXLOK and U. S. STRAITLOK 
are made with the dependable LOCK-TWIST 
joints. More uniform, more symmetrical; roll out 
flat; easier to handle and cut; stretch perfectly; 
give greater consumer satisfaction; cost no more. 

Available in all standard widths and weights, 
Galvanized Before or After Weaving. All Copper- 
bearing Steel, pure zinc galvanized. Sold only 
through regular wholesale and retail trade channels. 


Ask your Jobber or write direct! 


INDIANA 
STEEL & WIRE CO. 


MUNCIE INDIANA 
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Method used in making out charge 
slips correctly includes: 

Use correct date on slip. 

Make out full name and give mid- 
dle initial if possible. 

Always write the address on slip, 
except in case of active commer- 
cial accounts. 

Specify name of person making 
purchase in space provided. 

Give complete correct description 
of item. Will help in pricing as 
well as in listing on statement or 
invoice. 

Price all items on slips where a 
retail price is listed. 

Issue no credit memo without 
charge slip showing the particular 
item. This applies particularly to 
items claimed paid for at the time 
of purchase. 

Always write legibly so anyone 
can read it. 

Duplicate slips of all transactions 
must be given to the customer and 
every effort should be made to ob- 
serve this rule. Mention to the 
customer that it is the policy of 
the store. Wrap slip with merchan- 
dise, if necessary. If you fail in 
your effort, hand duplicate slip to 
office. 

Office girls of the Stangel Co., 
when asked for suggestions on 
sales slips, stated that salesclerks 
should improve their penman- 
ship, be more accurate with fig- 
ures and be more careful in listing 
articles sold. 

The group worked out a stock 
sheet which has proved very help- 
ful. Formerly when stock ran low, 
various salespersons obtained 
needed items from an upper floor. 
This often meantthat a clerk had 
to leave the main sales floor when 
he was needed to wait on other 
customers. 

A stock sheet was worked out 
whereby each salesperson turns in 
the night before a listing of items 
of stock which was running low. 
This list was turned over to a 
special man who saw that stock 
replenishments were in place by 
8 o’clock the following morning. 

The group also discovered that 
salesmen who called on the firm 
were not being handled promptly 
and courteously enough, so the 
following procedure for taking 
care of salesmen was evolved: 
With a few exceptions, salesmen 
will only be permitted to transact 
business from 9 to 11 in the morn- 


ing, and from 2 to 4 in the after- 
noon. 

The salesman’s arrival should be 
announced. Use judgment as to 
whether you should bring him to 
the office, or have him announce 
his presence at the information 
desk. 

A room on the second floor will 
be used in most cases in the future 
for the salesmen to lay out their 
merchandise. 

Before granting permission to lay 
out merchandise, see Mr. Terens 
(builders’ hardware room) to see 
that this does not conflict with his 
sales in that room. 

When merchandise has been laid 
out, the salesman will call the per- 
son with whom he is to transact 
the business. 

Salesperson should notify other 
members on the floor when he 
leaves, and will give an approxi- 
mation of the time it will take. 
Auto parts men will, in some 
cases, use upstairs for their sales- 
men. 

Bring salesman to office and ex- 
plain in his presence why you did 
or did not buy. 

This system will bring about the 
transaction of business with sales- 
men in the minimum amount of 
time. 


Price Questions 


Practically every retail sales- 
person frequently hears the ob- 
jection that the price asked for 
certain merchandise is too high. 
The Stangel conference group 
spent considerable time on this 
problem, and evolved the follow- 
ing series of ways to meet such 
objections: 

What does the customer mean by 
too high? (a)—High in compari- 
son with other merchandise? 
(b)—More than she is willing to 
pay or can afford? (c)—Stock 
objection—hopes better offer 
might be made? 

Ask the customer if she means 
that she doesn’t care to pay this 
much for such an article or if she 
has some other make in mind 
which is lower priced and which 
she thinks might be of equal value. 
If the customer feels that the 
price is too high in comparison 
with what she regards as a com- 
parable price, demonstrate that 


HARDWARE AGE 





a ok fo wee ft 














rill 


‘id 
ict 


er 


of 








The famous Wright Rooster trade mark in bright, 
lifelike colors, gives every bale of this quality netting 
in your store enhanced selling advantage. 


WRIGHT wire co 


WORCESTER: MASS. 
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Add to Your Profits With 
EAGLE IMPROVED SCAN-CAN 
TRANSPARENT OILERS 


“Improved Scan-Can” transparent Oilers now have 
Eagle double-seamed leak proof bottoms. They are 
resistant to pressure, shock, and hard usage. 

All sizes are available with straight, bent, and flexible 
spouts. Special assortments in Sales-Maker D'splay 
Cartons for window and counter use. Order now to 
take advantage of early sales of this popular new 
product. 


EAGLE MANUFACTURING COMPANY 


WELLSBURG WEST VIRGINIA 














HAVING AN 
ALUMINUM 
TURNOVER 
PROBLEM 









Let the Buckeye Salesman 
Help You Solve It! 


Every month the Buckeye Salesman has a 
hot special to liven up your kitchen utensil 
department and on which YOU MAKE 
YOUR REGULAR PROFIT! 


WRITE AND FIND OUT ABOUT IT TODAY 














MADE AND GUARANTEED BY 


THE BUCKEYE ALUMINUM CO. + WOOSTER O. 
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Sell FASTER---because they’re the 
LUE on THE 


MARKET TODAY 








the Security 


HALF 
rao OXY 


All Chicago Padlocks Lock 
BOTH SIDES of Shackle 





Illustration to left shows how 

4 @ winging eam and = siliding bolt 
lock BOTH SIDES of shackle in 
one operation. 


Note superior construction 

a throughout. No rivets. No seams. 
Hardened shackle. One piece white 
metal case. 





Join with the thou- 

sands of dealers who 

are featu ing Chicago |3 Popular 
socks and selling more ZES 
padlocks than ever be mean 
fore. Make easier, 25c 
quicker sales — and 

more profit. Ask your |50c—=75e 
jobbe~ about Chicago Sellers 
Padlocks . . . or write 











Shim-proof 
Hammer-proof 


Pry-proof ug, 


CHICAGO 


2024 N RACINE AVE. 
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your merchandise is worth the dif- 
ference. 

In some cases it is impossible to 
show where your article is cheaper 
over a period of years. In this 
case, don’t forget to discuss the 
permanency of the firm by which 
you are employed, and the service 
it is in a position to render. 

If the price objection is not raised 
on the comparative basis, in many 
cases cheaper merchandise can be 
shown. However, don’t abandon 
the idea of selling better merchan- 
dise. In many cases figure the 
cost over the normal life of the 
product. Take as an illustration, 
two different priced washing ma- 
chines. Assume natural life and 
figure the difference in price per 
year, per month, per washing. 

The group devoted a great deal 
of study to ways and means for 
increasing average sales, the con- 
ference leader pointing out that if 
each average sale was increased 
5 or 10 cents, this would mean a 
large increase in the annual sales 
volume of the store. 

To illustrate the point that some 
salespersons could perhaps do 
more selling, the store made a 
chart listing salesmen by the let- 
ters A.B.C.D.E. and totalled the 
number of customers each waited 
on, the amount of sales, the 
average sale (charge or cash) and 
the average number of customers 
per day (sales). Of course no one 
in the class knew who these sales- 
men were, for they were not 
named, but the figures were ac- 
tual, having been taken from the 
sales slips turned in on a certain 
day. 

Thus it was revealed that some 
salespersons waited on only six or 
seven customers a day, while 
others waited on 30 to 35, with 
high daily sales. The discussion 
of this chart helped many Stangel 
salesmen to get a true perspective 
on their efforts in selling, with the 
result that many tried to do bet- 
ter. 

It was also pointed out that in 
many cases the chances for in- 
creasing the average sale were 
immediately destroyed through the 
use of negative statements on the 
part of the salesperson. The group 
condemned use of such negative 
statements as the following: “You 
don’t want any of this, do you?” 


“You wouldn’t want to try this?” 
“You don’t need anything else, do 
you?” “There wasn’t anything 
else you wanted?” 

Both Arthur and Harvey Stan- 
gel say that the salesmanship 
conferences, through Vocational 
School supervision have helped to 
give the entire sales force a bet- 
ter general knowledge of how the 
store is operated, as well as spe- 
cific knowledge of how to sell in 
various departments. Salespersons 
are more alert and study their cus- 
tomers and their jobs. 

While the writer was in the 
Stangel store, a woman entered 
pushing a small go-cart contain- 
ing a baby. The go-cart squeaked 
loudly, and one of the clerks 
greeted the woman cheerfully, re- 
marking, as he looked at the baby. 
“How’s the big man, today? Say. 
I'll fix that squeak for you.” Then 
he got a can of oil and oiled the 
go-cart so that it ran smoothly. 

The woman thanked the sales- 
man profusely, and when she left 
the store her baby’s go-cart was 
flanked with small packages she 
had purchased. We'll wager she 
remembers this little kindly act for 
a long time. 

There was no cost to the Stangel 
firm on these salesmanship confer- 
ences so far as textbooks, instruc- 
tion, etc., was concerned. The firm, 
however, always gave a dinner to 
its employees and Vocational 
School staff following the concluv- 
sion of each semester’s course, in 
appreciation of the fine coopera- 
tion and training received. 





Parking Area 


When a survey revealed that the 
reason one town didn’t get more 
rural business was that it had in- 
adequate parking facilities mer- 
chants mapped out a_ correc- 
tive plan which worked out well. 
They created a fine parking area 
in the downtown area, landscaped 
it, and erected a fine, steam- 
heated, $10,000, stone comfort 
station for men and women. Now. 
no matter how cold or inclement 
the weather is, the farmers come 
to this town to buy. Both they 
and their families appreciate the 
big parking space, close to the 
stores, and the warm, clean com- 
fort station. 
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BIGGEST MONEY MAKERS 
Fastest Selling Can Openers 


— Vaughan 
Sarery Rou 


Can Opener 4h 
DE LUXE 
Automatic 
CAN 
OPENING 
MACHINE 


(Wall Model for 
Home Use) 






You'll find quick profits in Vaughan’s Nationally Known 
Line of Can Openers. No. 330—a real leader is the finest 
popular priced STATIONARY Can Opener known. Modern, 
streamline design. Built to last a lifetime. OPENS ANY 
SIZE OR SHAPE OF CAN WITHOUT ANY CHANGE 
OF PARTS. Quick action disc cutter. Simplest to oper- 
ate ... sells itself on display. 


Uaughany 
SAFETY ROL Je. 

ET.IXe 
Check your stock on this great seller. 
Over 50,000,000 sold. The demand in- 
creases daily. Be sure to feature this 
NATIONALLY ADVERTISED item in 
your fall sales. Write for catalog and 
prices and look at the entire Vaughan 
Line. 


VAUGHAN NOVELTY MFG. CO., INC. 


World's Largest Manufacturer of Can Openers 
3211-25 Carroll Ave. Chicago, Ill., U. S. A. 



















10° ”—SCTMET™“: SPONGE SALES CORP. 
10 Philadelphia, Pa. 











3 out of 4 homes 


in your city arereached by 


Gottschalk gy | 
Advertising {awjas S@thLc: 
...a 30,721,000 audience 


Using leading women’s magazines with a total circulation 
of 18,981,000 ... which means close to 100% coverage of 
the better class homes in every city, town and rural com- 
munity in America. Also a nation-wide radio campaign 
featuring the popular Jean Abbey Radio Period .. . with a 
potential audience of 11,740,000. 

Practically every modern housewife knows Gottschalk’s 
Metal Sponges... reads about them in her favorite magazine 
... hears about them over her favorite station. She uses 
these effective scouring devices regularly, buys them often 
... and you can make your share of the profits. 


You Profit Most When You Carry the 
Complete Gottschalk Line 


The standard Metal Sponge at 10c and 
the Junior at 5c; the big Bronze Ball for 
hard scouring, Kitchen Jewel with the 
handy knob, and Hand-L-Mop with the 
6-inch handle, each at 10c. 








Gottschalk's 


METAL SPONGE 





NOVEMBER 17, 1938 


Dopatidocly, Paked 
ATHLETIC EQUIPMENT As 
ALL SPORTS 


YOUR JOBBER CAN GIVE YOU 
COMPLETE INFORMATION... 
.. 1F YOU DO NOT KNOW THE 
NAME OF THE JOBBER IN YOUR 
TERRITORY Wich us DIRECT! 


binest every way-HORTON 


HORTON MANUFACTURING CO., FORT WAYNE, INDIANA 





107 





ae 






NATIONALLY 
ADVERTISED 


The WALL Line 
is complete. Hardware, mill supply, 
agricultural, contractors, marine, 
drilling, transmission, oakum and 
twine. Spun and laid from selected 
fibre for the particular purpose, 
under experienced supervision. 
Your guarantee is Wall’s century- 
long service to industry. 
WALL ROPE WORKS, In-. 
48 South Street, N.Y.C. Factory: Beverly,N.J. 


Branch Offices: 
33 So. Charles St., Baltimore 1068 Russ Bldg., San Fr’isco 
123 South Broad St., Phila. 425 Decatur St. New Orleans 
67 Comm’! P1., Norfolk, Va. 671 Orleans St., Chicago, III. 
102 Broad St., Boston, Mass. 217 E. Archer St. Tulsa, Okla 
2000 Nance St., Houston,Tex. 


STOCKS IN ALL INDUSTRIAL CENTERS 











QUICK SALES 


SIZE MARJSJKED 





Simplex size-marked pump leathers were orig- 
inated for your convenience—and the con- 
venience of your customers. You know from 
experience how vague a customer can be when 
he wants a pump leather—and how annoyed 
he is when he gets the wrong size 

Simplex size-marked pump leathers eliminate 
just such complaints. The size is clearly marked 
on each pump leather. Why not create cus- 
tomer good-will with Simplex size-marked 
pump leathers? 

Ask your jobber or write us for price list 








Resale Price Agreements 
and Fair Trade Laws 


(Continued from page 70) 


We have found that the investi- 
gation, the policing, and the en- 
forcement is entirely up to the 
manufacturer, and it is no less 
expensive than they had con- 
templated earlier. We have 
found that retailers are very im- 
patient. They seem to say to 
themselves, “Until this firm cor- 
rects the situation right in my 
little backyard here, I don’t care 
what they do anywhere else.” 

Of course, these _ retailers 
don’t recognize the fact that it 
takes time. This is a country 
of magnificent distances, and 
we have 3000 retailers to please, 
and quite a few wholesalers as 
well. They also don’t take into 
account one other factor. I com- 
mend this idea to all of you who 
are interested in price main- 
tenance. I venture to predict 
that in the long run, if manufac- 
turers make friendly settlements 
without going into courts, and 
without going to law, they will 
be better off. 

There is a difference in areas 
in regard to the ease of enforce- 
ment, as we have found. Manu- 
facturers in the room might take 
cognizance of this fact. General- 
ly speaking, large city areas are 
difficult. In the country, smaller 
cities and smaller towns, you will 
find far more cooperation. This 
might lead some manufacturers 
to feel that they should feel their 
way. They might avoid one or 
two or three states in which 
very large cities are located. At 
least, it has been our experience 
that those are the most difficult. 

We found another thing which 
we ought to have known. We 
have been in business a long 
while, but “hope springs eter- 
nal,” and so we found out that 
the Fair Trade Law in its oper- 
ation is not the panacea for all 
evils. You no more than get a 
town all cleaned up when a re- 
tailer starts to argue with you 
about other problems, and if you 
don’t correct those, he still won’t 
work with you. You have to 
have a little common sense and 
patience to get along the road. 

We have found that price-cut- 
ting is a retaliatory weapon. It 
isn’t the weapon the one man 
uses because the other cuts the 


price. Maybe the other man has 
broken an agreement with him 
on some other line, or he has 
offended him in the local asso- 
ciation meeting, and so he just 
uses that as his weapon. We 
have to go into that town and 
become missionaries and help 
iron things out so that they will 
speak. to each other, and, there- 
fore, we can get the price-cutting 
out. 

There are two common sense 
beliefs, which is quite a handi- 
cap, because they are so darn 
reasonable. Any number of 
wholesalers and retailers have 
been born and brought up with 
the belief that volume deter- 
mines price. You manufacturers 
and wholesalers sell much of 
your merchandise on a graduated 
basis. When a manufacturer of 
a branded article puts out price 
contracts, certainly it is impos- 
sible for us to work it out on a 
volume basis, and yet both re- 
tailers and wholesalers are sell- 
ing goods on that basis. That 
idea is in people’s minds, and the 
retailers don’t understand why 
if he buys five times as much, 
he can’t get as much off. 


A Common Sense Belief 


There is another common 
sense belief, and that is preva- 
lent in the wholesale business, 
that if you have a lower operat- 
ing cost, you ought to pass it on 
to the consumer, if at the same 
time you keep your volume. That 
is a common sense idea. There is 
one man who has an operating 
cost of 15% per cent, whole- 
sale. Another man’s operating 
cost is 201%, and make no mis- 
take, there are men even in the 
jewelry wholesale business who 
have an operating cost of 15% 
per cent. Now some men are will- 
ing to keep that additional profit, 
and others aren’t. We have had 
to overcome that. Those are both 
very common sense beliefs. 

We have found another thing 
which may shock the wholesalers. 
In many, many areas the retail- 
ers tell us that the most seri- 
ous abuse is not the price cutting 
by this competitor across the 
street, who is a retailer, but by 
the wholesaler who sells goods 
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Sell these husky TRIPLEX 
| Plow 
Bolts 








for Safe 
Profits 


@ Go after profitable plow bolt business in your 
territory. Triplex backs you up with fast deliv- 
ery. All sizes, standard and special heads. Uni- 
form quality product — no complaints. Write 
for samples and prices today. 


THE TRIPLEX SCREW CO. 


5317 GRANT AVENUE, CLEVELAND, OHIO 


IPLEX 


(AND SET SCREWS, BOLTS AND NUTS 
Millions Sold — Used in Every Industry 


COMPLETE LINE OF CA 





AN ALL-PURPOSE BORING TOOL 


Here’s a handy tool that every woodworker needs! 
The Forstner Anger Bit, unlike others, is guided by 
a circular rim instead of a center and can be oper- 
ated in any direction regardless of grain or knots, 
leaving a clean, polished surface. For scalloping, 
mortising, pattern and scroll work this tool is ideal. 
It will perform many operations commonly done with 
chisel, gouge, scroll saw or lathe tool. 










Forstner 
Auger Bits, 

for hand or 
machine boring, 
may be purchased 
singly or in sets of 
9, 11 or 17 bits. 
Write now for catalog. 


© PROGRESSIVE MFG CO 
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NGTON 
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PROTECTION cz 


No chain store, group buyer or mail order house 
can sell ROGERS Famous Liquid Fish Glue. 
Our policy of selling exclusively through the 
hardware jobber and dealer protects your profits! 












10,000,000 CONSUMER 


DEMAN D completes 


the FOUR best selling helps any 
manufacturer can offer his dealers! 
PRICE, QUALITY, PROTECTION 
AND NATIONAL ADVERTISING! 
.- makes it easier for YOU to travel 
the highroad of co- 
operation and more 
profits. 

PHONE YOUR JOBBER FOR DETAILS 
of the two Rogers deals that 
will get you off to a flying 
start behind the power of 
Rogers National consumer 
advertising! 

































Patent 
applied for 





(Reg. U. 8S. Pat. Off. 


ASBESTOS 
WICK 
DISPENSER 


—and did it 
make 


A HIT! 


[rerier only on success! Hundreds sold since it was put on the 





market only one month ago! Dealers everywhere enthusiastic. 

The problem of retailing asbestos wicking without fuss or waste 
solved at last! Flamemaster Dispenser puts an end to expensive 
losses caused by mistakes in cutting—Stove Guide on front gives cor- 
rect wick lengths. Insures clean stock. Speeds up your wick ser- 
vice. Attracts trade—a sales builder of the first order. 

All-metal. Oceupies small space on your counter or wall. 
Weight only 19 Ibs. Attractively lithographed in 3 colors. 
ORDER YOUR DEAL AT ONCE. Fill in your Name and Address 
in space below, clip ad and forward to your JOBBER. 
—_ No. pe gh oy of openers eee CHOICE OF 

wick—4 rolls 00 feet each in the followin 
popular widths: /s”—1”—1'/4"—1%”". Dis- a tend — 
penser absolutely FREE. —_ 


DEAL No. 2—400 feet of Flamemaster branded 
wick—200 feet of %” and 200 feet of 13”, 
all in 100 ft. rolls. Dispenser absolutely FREE. 


Delivered 


FREE Dealer Sell- 
ing Aids included 


ah SE A err eee eer ree tn ott Deals 
Two-color Window 
MEE, Seth 6c0 ee dbs dene cdrowsssaccdcnce Streamer: 16 As- 
(Print Name & Address plainly. Use margin if necessary.) bestos Wick Light- 
Send Jobber's name if he can't supply you. ers; extra Stove 
. Guides and other 

Sold Exclusively through Hardware Jobbers valuable data. 


TRIPLEWEAR, PATERSON, N. J. 
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ood Way 


GRINDER 











Real Quality Miniature Tools 


Carrying an internationally known tool 
name. Correctly designed, correct op- 
erating speeds, genuine high torque 
drill motors. 1000 RPM DRILL, Die 
cast handle and gear case, and blue 
crackel steel body, handles 4%” in 
steel, $7.95. 20,000 RPM GRINDER 
to match, more efficient design, more 
power, $5.95. A double sale oppor- 
tunity—the Drill and Grinder with 5 
accessories in a fitted steel carrying 
case, $14.95. A Stand that converts 
these tools into a lever fed drill press 
or precision grinder, $3.95. A com- 
plete line of Accessories—Stock Dis- 
play Boards, Circulars, Electros, and 
national advertising. Ask your jobber 
or write direct for catalog sheets, 
mailing and counter circulars and dis- 
counts. 


Every SpeedWay Grinder 
sold builds repeating 
‘les business 








DRILL AND 
GRINDER SET 


145 
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SPEEDWAY MFG. CO. 


1836 S. 52nd Ave., 
Cicero, Iiinois. 











FOR THE FOX-WISE TRAPPER 


Successful fox trappers wrote the 
ticket for this new No. 2 Victor 
Coil Spring Fox Trap. It’s been 
tried, tested and approved by real 
trappers out on their trap lines. 
They like it. They like its com- 
pact size and shape which permit 
a small, flat set, easy to conceal. 
They like its quick action, hold- 
ing power and sturdy strength. 
Same trap with double jaws (No. 
22) for raccoon, skunk and mink. 

If you do business in a fox- 
trapping neighborhood you'll 
want to offer the Victor Coil 
Spring to your trade. 

Write for circular and prices 
or ask your jobber salesman to 
show it to you. 

ANIMAL TRAP COMPANY 

OF AMERICA, LITITZ, PA. 


VICTOR 
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to the consumer at dealers’ 
prices. 

I venture to say that two out 
of every three retailers we have 
talked to give us more head- 
aches. Some of those problems 
are real and some of them are 
fanciful, but there is growing in 
this country, and with the Fair 
Trade Laws on the books there 
will continue to grow, a terrific 
agitation for that. Well, of 
course, our contract covers that 
whenever we can catch the whole- 
saler. 

There is a good common sense 
reason for that. The average re- 
tailer out of his own self-respect 
says, “By gosh, I can compete 
with that fellow,” but when it 
comes to competing with the 
wholesaler, he can’t compete; the 
manufacturer has to help him 
there. 

We have found that some of 
our wholesale friends have en- 
tirely too many relatives, and 
you know relatives really deserve 
and have to have a little better 
price. In other words, one or two 
price cuts, after all, that isn’t 
serious and they probably won’t 
be heard about. Well, you know 
even among friends when you 
are talking that way, the other 
fellow will tell on you sure as 
shootin’. We had that same prob- 
lem. 

There is another problem 
which manufacturers should face 
and which wholesalers should 
look at. It isn’t here yet, but it 
will come. The operation by a 
manufacturer of distribution of 
his merchandise under Fair 
Trade Laws can be abused later 
on by the return of merchandise 
to him. The retailer or whole- 
saler is temporarily overstocked. 
He says, “Well, I am going to 
cut the price if you don’t take 
back the goods,” and there is a 
nice, neat question. My answer 
to that is very simple. If that 
became too prevalent, then, 
gentlemen, the manufacturer 
will kiss good-bye the Fair Trade 
Laws, because we certainly don’t 
sell our goods on consignment, 
and those manufacturers who 
plan to sell them won’t sell them 
on consignment, either. 

There is this danger: You will 
no more than get into this fair 
trade operation than you will be- 
gin to have people say, “Raise 
your. profit margins.” That is 
not foolish thinking. It is a fact, 
and the manufacturer who avails 
himself of these laws wants to 





almost sit down now and say, 
“There will be no raising of 
profit margins, because that in 
the end will kill the goose that 
has laid the golden egg for us.” 

We have found no answers to 
the basic questions. Maybe it is 
foolish for us to look for them. 
In other words, has this been a 
contribution at all to the fair 
trade principles? We don’t know 
yet. Has it stimulated trade? 
Not that we can see, yet. Has 
it been fair to the consumer? 
Well, time hasn’t told us that. 

I say to you that ultimately 
all three of those questions have 
to be answered in the affirma- 
tive if it is to be a good law, and 
that is why I caution manufac- 
turers to be sure about your 
profit structure in the beginning. 

Another reason for it, too, 
only branded articles can be cov- 
ered, and less than 50 per cent 
of the ordinary sales of mer- 
chandise of the wholesaler-re- 
tailer type of distribution are 
branded articles. Therefore, 
there is always going to be both 
systems, the retail price system, 
and the others, catch-as-catch- 
can, and they are going to be op- 
erating right along parallel lines. 
We are always going to be 
checked up. 


As to the Future 


As to our future; we intend to 
continue. We believe it is a fair 
law. We know that the law has 
enemies, and those enemies are 
not found only in the big retail- 
ers and the chain store organiza- 
tion, but they are found in the 
growth of consumer organiza- 
tions, but they are found in the 
many places. At the moment 
there is entirely too thin a 
fringe of manufacturers and 
wholesalers supporting this law. 
Until the wholesalers and the re- 
tailers are willing to evidence by 
their action that lines that are 
covered by contracts are getting 
their support, neither whole- 
salers nor retailers can expect 
other manufacturers to dash in, 
because it costs too much and 
you make too many enemies, and 
so forth, and yet it is a good law 
and it does need that help. 

In my opinion, the future of 
Fair Trade Laws and the expan- 
sion of Fair Trade Laws lie 
wholly in the hands of the whole- 
salers and the retailers of this 
country. 
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BLOW TORCH WEATHER 


Order Now to be prepared for the 
cold weather demand. Be sure to 
specify OTTO BERNZ torches, famous 
since 1876 under the well-known brand 
name of “Always Reliable." 


The No. 87, as illustrated, is equally 
popular with plumbers, painters, 
electricians and all other mechanics. 
Note these features: 

. Solid, extra heavy cartridge brass 
reservoir. 

. Leng, full size special composition 
bronze tapered burner. 

. Genuine bakelite “‘Keep Cool’ valve 
wheel with knurled edge. 

. Patented powerful ‘‘NeverLeak’”” pump 
with serew down safety feature. 

. Low in price and fuel consumption; 
highest im quality and performance. 


OTTO BERNZ CO., INC. 


Rochester, N. Y. Estab. 1876 


a - 8 N 











Do You Sell Through 


Hardware Channels? 


If so, you need the Hard- 
ware Age VERIFIEDLIST. 
It is indispensable for Call- 
ing on Hardware Jobbers— 
for your Credit Depart- 
ment and for Direct Mail 
Work. This carefully com- 
piled verified 


MAILING 
LIST 
of Wholesale Hardware 


Houses 


lists: Shelf Hardware Jobbers, Heavy Hardware 
Jobbers, Mill Supply Distributors, Plumbers’ and 
Tinnere’ Supplies Jobbers, Manufacturers’ Agents, 
Hardware Chain Stores, Hardware Association 
Lists, etc., etc. 





Price $10.00 a copy. Remittance with order. 


HARDWARE AGE VERIFIED LIST 


239 W. 39th Street New York, N. Y. 











BOMMER 


SPRING BUTT HINGES 
DOUBLE ACTION 


Are the most use- 
ful and satisfactory 
spring hinges for gen- 
eral use. The location 
of the two springs of 
each hinge on oppo- 
site sides of the door 
reduces oscillation 





when closing. 


Double Action 
Standard Type No. 29 


to be opened all the way back to the wall if 


They permit the door 


suitably hung. 
Also supplied with Button Tips when specified 
Bommer Spring Hinge Co.—Brooklyn, N. Y. 




















COBURN ENCLOSED TRACK 


The original track in 
1888—the superior 
track today. 


Dependable Products Since 1888 


COBURN TROLLEY TRACK CO. 
50 CANAL STREET HOLYOKE, MASS. 











SENTINEL 
DEALERS! 


MODELS 


FARM 
MODELS 
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Cabinet Size 
30”x14"x37%” 


Drawer Size 
9”x12”"x3%” Hi, 


yt 


27 DRAWER 
STEEL UTILITY CABINET 


Not only can be used in your own store for 
small parts, but this 27-drawer cabinet can 
be sold to your regular trade. Ideal for 
samples, factory parts, catalogues or other 
merchandise. Made of cold rolled steei, 
electrically welded throughout. Olive green 
finish. 
Write for Dealer's Discount 


STANDARD STEEL PRODUCTS CO. 
380 MAIN STREET, POUGHKEEPSIE, N. Y. 




















Diamond Fig. 40 


SHERMAN 
NOZZLES 


Now that garden hose is used for gardens. 
lawns, extinguishing fires, sprinkling the 
street to prevent dust, washing windows. 
motor cars, lawn furniture, etc., hose noz- 
zles have become year ‘round sellers. 

SHERMAN offers “A Complete Line”-— 
the Sherman “Diamond,” a fine, heavy 
wrought brass nozzle at a modest price 
and with a reputation of forty years—and 
the Sherman “Brass King,” the lowest 
priced solid brass nozzle on the market. 


Sold through Jobbers 


H. B. SHERMAN MFG. CO. 
Michigan 


Battle Creek 


Aime = 


Brass King Fig. 33 


; 
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Arkansas Retail Hardware & Imple- 
ment Assn., Feb. 14-15, 1939, at Marion 
Hotel, Little Rock, Ark. G. L. Turner, 
320-322 E. Markham St., Little Rock, is 


secretary. 


American Hardware Supply Co., 
Jan. 30-31, 1939, at company headquar- 
ters, 41-43 Terminal Way, South Side, 
Pittsburgh, Pa. William M. Stout is 


general manager. 


California Retail Hardware Associ- 
ation, Feb. 21-23, 1939, headquarters. 
Hotel Whitcomb, San Francisco, Calif. 
Le Roy Smith, Room 237, 417 Market 
St., San Francisco, is manager-treasurer. 


Carolinas, Hardware Assn. of., June 
13-15, 1939, at the Ocean Terrace Hotel, 
Wrightsville Beach, N. C. Arthur R. 
Craig, 407-11 Commercial Bank Bldg., 
Charlotte, N. C., is secretary-treasurer. 


Credit Congress, 44th Annual Con- 
gress, sponsored by National Association 
of Credit Men, Grand Rapids, Mich., 
June 12-15, 1939. Henry H. Heinmann, 
One Park Ave., New York City, is exec- 
utive manager. 


Illinois Retail Hardware Assn., Jan. 
31, Feb. 1-2, 1939, at State Armory. 
Peoria, Ill. C. G. Gilbert, 1155 Merchan- 
dise Mart, Chicago, is managing direc- 
tor. 


Iowa Retail Hardware Assn., conven- 
tion and exhibit, Feb. 7-10, 1939, in 
Des Moines. Exhibit at Coliseum: 
meetings at Hotel Savery. Philip R. 
Jacobson, Mason City, Iowa, is secre- 
tary. 

Indiana Retail Hardware Assn., Jan. 
24-27, 1939, in Indianapolis, Ind. Ex- 
hibit at Murat Temple. G. F. Sheely, 
915-935 Security Trust Bldg., Indian- 


apolis, is managing director. 


Kentucky Hardware & Implemen 
Assn., convention and exhibit, Jan. 17- 
19, 1939, Seelbach Hotel, Louisville, Ky. 
J. M. Stone, 1009 Seelbach Hotel, is 
secretary. 


Marshall Wells Co., Associate Con- 
gresses: at Duluth, Minn., Jan 30-31 
and Feb. 1; at Billings, Mont., Feb. 6- 
8; at Portland, Ore., Feb. 6-8, and at 
Spokane, Wash., Feb. 20-22. 


Missouri Retail Hardware Assn., 
Feb. 21-23, 1939, at Hotel Jefferson, St. 
Louis, Mo. Exhibit at hotel. Peyton C. 
Clark, 2861 Gravois Ave., St. Louis, is 
secretary. 


Michigan Retail Hardware Assn.. 
convention and exhibit, Feb. 7-10, 1939. 
in Grand Rapids, Mich. Exhibit at 
Civic Auditorium; meetings at Pantlind 





Coming Conventions 
and Events 


Corrected each issue 


according to latest data 


Hotel. Harold W. Bervig, 1112 Olds 


Tower, Lansing, Mich., is secretary. 


Minnesota Retail Hardware Assn., 
convention and exhibit, Feb. 21-24, 1939, 
at A=ditorium, St. Paul, Minn. C. J. 
Christopher, Nicollet at 24th, Minne- 
apolis, Minn., is manager-treasurer. 


Mountain States Hardware & In- 
plement Assn., Jan. 30, Feb. 1, 1939. 
at Cosmopolitan Hotel, Denver, Colo. 
John T. Bartlett, 637 Pine St., Boulder. 
Colo., is secretary. 


National Retail Hardware Con- 
gress, July 17-20, 1939, at Netherland 
Plaza Hotel, Cincinnati, Ohio. Rivers 
Peterson, managing director, National 
Retail Hardware Assn., Security Trust 
Bldg., Indianapolis, Ind. 

Nebraska Retail Hardware Assn.. 
convention and exhibit, Feb. 14-16, 1939, 
in Omaha, Neb. Exhibit at Municipal 
Auditorium; headquarters, Rome Hotel. 
E. C. Hermanson, 325 Insurance Bldg.. 
Lincoln, Neb., is secretary. 


New England Hardware Dealers 
Assn., Feb. 28, March 1-2, 1939, at 
Hotel Statler, Boston, Mass. Exhibit at 
hotel. George G. Hoy, 140 Federal St.. 
Boston, is secretary. 

New York State Retail Hardware 
Assn., annual convention and trade 
show at Hotel Syracuse, Syracuse, N. Y., 
Feb. 7-9, 1939. Secretary John B. Foley. 
508 Hillds Bldg., Syracuse, N. Y 


North Coast Hardware & Imple- 
ment Dealers Assn., in February, 1939. 
in Portland, Ore. Theo. S. Coy, Olympic 
Hotel, Seattle, Wash., is secretary. 


North Dakota Retail Hardware 
Assn., convention and exhibit, Feb. 7-9. 
1939, in Mont, N. D. Exhibit at Ar- 
mory; meetings in Knights of Pythia- 
Hall. Louise J. Thompson, Grand Forks. 
N. D., is secretary. 

Ohio Hardware Assn., Feb. 14-17. 
1939, at Deshler-Wallick Hotel, Colum 
bus, Ohio. Exhibit at Convention Hall. 
John B. Conklin, 175 South High St.. 


Columbus, is secretary-treasurer. 


Oklahoma Hardware & Implemen: 
Assn., convention and exhibit, Jan. 31. 
Feb. 1-2, 1939, at Municipal Auditorium, 
Oklahoma City, Okla. C. F. Nelson. 
411 Key Bldg., Oklahoma City, is sec 
retary. 

Pacific Northwest Hardware & Im- 
plement Assn., convention and exhibit, 
Feb. 6-8, 1939, at Davenport Hotel. 
Spokane, Wash. Dale Strong, 523 
Realty Bldg., Spokane, is secretary. 


Panhandle Hardware & Implement 
Assn., Feb. 6-7, 1939, at Herring Hotel. 
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Amarillo, Tex. C. L. Thompson, Can- 
yon, Tex., is secretary. 


Pennsylvania and Atlantic Sea- 
board Hardware Assn., Feb. 21-24. 
1939, at William Penn Hotel, Pitts- 
burgh, Pa., Exhibit at hotel. W. Glenn 
Pearce, 400 North Broad St., Philadel- 
phia, is managing director. 

Southern California Retail Hard- 
ware Association. Convention and ex- 
position at the Hollywood Roosevelt 
Hotel, Hollywood, Calif., March 1-3, 
1939. J. V. Guilfoyle, 1026 Rivers- 
Strong Bldg., 112 W. 9th St., Los 
Angeles, Calif., is managing director. 

South Dakota Retail Hardware 
Assn., convention and exhibit, March 
14-16, 1939, in Corn Palace, Mitchell, 
S. D. C. J. Christopher, Nicollet at 
24th, Minneapolis, Minn., is manager- 
treasurer. 


Tennessee Retail Hardware Assn., 
Feb. 15-16, 1939, at Andrew Jackson 
Hotel, Nashville, Tenn. J. F. Vaughan, 
Jr., Winchester, Tenn., is secretary- 
treasurer. 


Texas Hardware & Implement Assn., 
convention and exhibit, Jan. 24-26, 1939, 
in Houston, Tex. Exhibit, Sam Houston 
Coliseum; headquarters, Texas State 
Hotel. Dan Scoates, College Station, 
Tex., is secretary. 


Triple Convention of the Ameri- 
can Supply and Machinery Mfrs. Assn., 
National Supply & Machinery Distrib- 
utors Assn., and Southern Supply & 
Machinery Distributors Assn., May 17 
to 23, 1939, aboard the S. S. Bremen 
on a cruise to Bermuda. Secretary of 
the American Assn., R. Kennedy Han- 
son, 1108 Clark Bldg., Pittsburgh, Pa.; 
National Assn., H. R. Rinehart, 505 
Arch St., Philadelphia, and Southern 
Assn., Alvin M. Smith, Smith-Courtney 
Co., Richmond, Va. 

Virginia Retail Hardware Assn., 
Feb. 21-22, 1939, at Virginian Hotel, 
Lynchburg, Va. R. A. Frayser, 17 N. 
Sixth St., Richmond, Va., is secretary. 


Washer-Ironer Show, first annua! 
exhibit, sponsored by the American 
Washer and Ironer Mfrs. Assn., Stevens 
Hotel, Chicago, in January, 1939. 

Western Retail Implement & 
Hardware’ Assn., annual convention 
Jan. 17-39, 1939, at the Municipal 
Auditorium, Kansas City, Mo. 

Wisconsin Retail Hardware Assn., 
convention and exhibit, Feb. 7-10, 1939, 


at Auditorium, Milwaukee, Wis. Ex- 
hibit manager, George W. Kornely, 


3374 N. Green Bay Ave., Milwaukee. 
H. A. Lewis, Stevens Point, Wis., is 
secretary. 
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ontests OF INTEREST TO THE 





GENERAL ELECTRIC . CO., 
Bridgeport, Conn.—$400 in prizes 
for the best wimdow displays of 
G. E. Home Laundry Equipment. 
Contest started Sept. 15 and runs 
through Nov. 26. Windows must use 
G. E. “Sell-Shock” displays. Awards, 
first, $100; second, $75; third, $50; 
fourth to eighth, inclusive, $25 each, 
and ninth to thirteenth, $10 each. If 
displays are used during National 
Washer and Ironer Week, Oct. 23-29 
and are judged among the winners, 
the amounts of awards will be 
doubled by the sponsors. Address 
General Electric Co., Appliance and 
Merchandise Department, 1285 Bos- 
ton Ave., Bridgeport, Conn. 


THE SILEX CO., Hartford. 
Conn.—$5,040 distributed for best 
window displays of Silex glass 
coffee makers. Contest is classified 
according to city population and 
also to groups—dealers and depart- 
ment stores and utilities. For deal- 
ers: three first prizes of $250; three 
second prizes of $50, and 75 third 
prizes of $10. Jobbers’ salesmen 
selling winning stores receive prizes: 
three first prizes of $25; three 
second prizes of $15, and 75 third 
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prizes of $10. More than one photo- 
graph may be submitted. Entry 
blanks available from jobbers’ sales- 
men. Contest began Oct. 15 and 
closes Dec. 1, 1938. Entries must 
be mailed not later than Dec. 10. 


WESTINGHOUSE LAMP DI- 
VISION, Westinghouse Electric 
& Mfg. Co., Bloomfield, N. J.—With- 
in each of the six Westinghouse 
Lamp districts a total of 100 teams 
of jobber salesmen, captained by 
Westinghouse salesmen will com- 
pete for prizes. They will be in the 
form of merchandise which the win- 
ning salesmen will select, and will 
purchase through the medium of 
certificates. One prize will go in 
each district to the winning jobber. 
to be distributed among his com- 
peting salesmen. Another prize will 
be awarded each month of the six 
months’ contest to all jobbers, 60 
per cent of whose salesmen have se- 
cured one or more contracts during 
the month. Still another prize will 
be awarded in each district to the 
jobber salesmen having the high- 
est individual score. Contest starts 
Oct. 1. 


THIS FAST SELLER 
IN YOUR STORE 





Write for Yours Today 





NATIONALLY 
ADVERTISED 
Good 
Housekeeping 
Saturday 
Evening Post 
American Home 


Better Homes 
and Gardens 











@ Here’s an opportunity no dealer can 
afford to pass up--a chance to test in 
your own store, ABSOLUTELY FREE, 
this famous, fast-selling 10c item. People 
everywhere demand Justrite PUSH 
CLIPS. They sell on sight—all year 
’round—in these four departments of 
youratore: Electrical Appliances, Hard- 
ware, Home Furnishings and Lamps. 
Write us on your store letterhead for 
your trial cards—one each of 6 popular 
colors—and see for yourself how they'll 
sell. This offer is limited—ACT TODAY! 


JUSTRITE MANUFACTURING CO. 


2063 Southport Avenue . 


Chicago, Illinois 
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APTN 


A PROVEN 
SELLER AT 
$2.50 


Die cast with solid 
brass shaft and 
nozzles — enameled 
red and green— 
covers 6 to 60-ft. { 
area. 





A SURE-FIRE 
HIT AT 
59c 


Covers 4’ to 
30’ circle. no 
adjustment 
— regulates 
at faucet. 
Only 3 parts 
—no tlubri- 
cation need- 
ed. Red and 
green enamel 
finish 





Order Sample Now 


k Femax oducts 


Im-Ruder 


aor Highlend Av., Niagera Falls N. Y. 

















AT YOUR SERVICE f 


Tue “Who Makes it” 
Editor will be glad to 
help you in your search 
for the name of the manu- 
facturer of that product 
you are interested in. 


If you do not find it or 
its trade name listed in 
the current Directory 
Number, in all probabil- 
ity it has been incorpo- 
rated in the revised list- 
ings that are being pre- 
pared for the next issue 
of the Directory Number. 
Many such changes are 
being made daily and the 
listings brought up to 
date. 


If your current Direc- 
tory does not give you 
the information you seek, 
write the “Who Makes 
ft” Editor. He’s at your 
service! 


HARDWARE 
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Market Potentials and 
Sales Quotas 


(Continued from page 64) 


helped greatly in making us all 
industrial distributor-minded. 
Our purchasing department 
found that it could be used to ad- 
vantage, in guiding purchases, and 
making the proper selections of 
lines to be carried. As an example, 
if a salesman entered our office, 
endeavoring to interest our com- 
pany in handling his line or spe- 
cialty, our purchasing agent’s first 
thought was to turn to our list and 
ascertain if there was a fair pros- 
pect of our selling it in our terri- 
tory, the specialty salesman’s prin- 
cipal argument being that his 
article was moving well in other 
territories. By analyzing our own 
list we could see if it had a fair 
prospect of selling among our 
group of customers. Many 
times it has proved its worth in 
this respect alone, as we found 
in cases of a specialty selling in 
other territories, where the indus- 
tries served were of a different 
nature than our own, that this list 


would give us something definite 
to work upon. 

Finally, it was of the utmost im- 
portance in allotting yearly quotas 
to our sales force. By breaking 
the list down further, we could 
very readily arrive at the various 
quotas to be assigned. 

It might appear that the scheme 
would not be of importance in 
some of the metropolitan centers, 
where business is larger and quite 
diversified. It could be used even 
there as a guide to your purchas- 
ing department in considering spe- 
cialties that might be offered. 

I cannot stress too much the im- 
portance of making such an analy- 
sis as the foregoing. You might 
all be surprised at what it would 
uncover in the way of market 
potentials. It is fundamental in its 
nature, and of profound good in 
placing our business on a higher 
plane, making us all more dis- 
tributor-minded in the full mean- 
ing of the term. 





Old Time Implement 


HIS queer-looking implement, 

known as the “flax-hatchel,” 
was used in the South in the days 
before the Civil War when cloth for 
clothing and other purposes was 
made in the home. It was recently 
shown by D. E. Lowery & Son of 
Madisonville, Tenn. 

The flax was first beaten with a 
“break” to break the pith. The pith 
was separated by use of the scutch- 
ing board which had ‘knives several 





feet long, made of locust wood. The 
flax was then run, with the hands, 
through the hatchel to separate the 
flax; the fine tow being used for 
making fine clothing and the coarser 
part used in making ropes. There 
were various sizes of hatchels used 
but the average size was about 2 ft. 
long. 





The Paint Convention 
(Continued from page 66) 


Cal.; L. S. Wernli, Hansen Glass & 
Paint Co., Sioux City, Iowa, was 
elected divisional vice-president rep- 
resenting the wholesale division. 

The executive committee is com- 
posed of Thurlow J. Campbell, 
Valentine & Co., New York City; 
W. I. Longsworth, Lilly Varnish Co., 
Indianapolis, Ind.; E. E. Morton, 
Carpenter-Morton Co., Boston, 
Mass.; Charles J. Roh, Murphy 
Varnish Co., Newark, N. J.; Val 
Wurtele, Minnesota Linseed Oil 
Paint Co., Minneapolis, Minn., and 
D. W. Figgis, American Can Co., 
New York City. 

There was no election for presi- 
dent this year, President Ernest T. 
Trigg having been elected for a 
three-year term at the 1936 conven- 
tion in Chicago. 
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SMALL or LARGE 


It doesn’t matter how small shoes are, 
or how large — STAR Heel Plates are 
made to fit all sizes of shoes perfectly. 
The new size No. 00 for Ladies’ shoes with small heels are 
just what customers are looking for. They fit the heels 
right and are selling like “sixty”. 1% gross pairs in box. 
Keep supplied. Sold by 
leading jobbers. Send 
for samples and prices. 


STAR 


HEEL PLATE CO. 
Newark, N. J. 
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- SAND’S LEVELS 


—TELL THE TRUTH— 


Co er or) 


WORLD'S STANDARD FOR 43 YEARS 
“Factory Built-In Accuracy” 
MASONS’ WOOD AND ALUMINUM 
CARPENTERS’ WOOD AND ALUMINUM 
TILE SETTERS’ WOOD AND ALUMINUM 
SAND’S-STEVENS SURFACE AND LINE 

















Write for Catalog * 


SANDS LeveL & Too. ComPANY ° 


8631 Gratiot Ave. 


DETROIT, MICH. ® 
ececcoe 








Neweer Jock Company 
LL we MQAQKOUCK Ma QSL clu 
ro wiIS.. U.S.A. # 


Worlds Largest 


MILWAUKEE. 

















Two in One Agricultural Wrench 





The general farm utility tool, combining in 
one wrench the purpose and service of two, for 
nut or pipe work. 


The long adjusting sleeve allows easy and 
rapid adjustment even when gloves are worn. 


Very sturdy construction. The head, bar and 
shank are of one piece, forged from the finest 
steel. 


Sizes 8 to 18 inches. 


ASK YOUR JOBBER 


BEMIS & CALL CO. 
SPRINGFIELD MASS. 


& 
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Lead the Field 
with WESTFIELDS in 1938 


This seal on the front 
mudguard is a sign of 
sure profits for you on 
the complete West- 
field line—And you'll 


0 need Columbias as 

well for those who 

Lan want America’s most 
‘aya famous bicycle. 

Tone EWR; THE WESTFIELD MFG. CO. 

ANZA WESTFIELD, MASS. 











un Mua Glaze 


glass in wood & 






steel sash wee Glazing Compound 
ee Not a putty, not a calking compound, but a 
Don’t t dry —- Qu ALITY separate, distinet product . * a glass 
Sets to in wood & steel sash; around sinks, bath tubs, 
Rubber-like filling nail holes, and general patching pur- 


poses instead of ordinary putty. 


Nu-GLAZE does not dry out, crack or peel regard- 
less of weather conditions. Sets to rubber-like 
consistency. May be painted as soon as applied. 


NATIONAL ADVERTISING in leading magazines 
and complete dealer cooperation makes Nu-Glaze 
a profitable, volume item for you. Get started 
now. Write for sample and complete details. 


MACKLANBURG - DUNCAN CO., OKLAHOMA CITY 


Consistency 





™, 
ACKLANBURG” Duncan cOmPAnt 





ROTABIN Saves 50% 
FLOOR SPACE 


ROTABIN stores, displays and sells nails, rivets, 
washers and other “binable”’ merchandise in a com- 
pact accessible manner in 12 the space now occu- 
pied by such items in your store. Each ROTABIN 
section rotates, bringing the merchandise right to 
your finger tips. No time lost in looking for the 
correct size--no boxes to open--no sticking drawers 
to pull out--no unnecessary steps running from bin 
to bin. ROTABIN saves hardware dealers, time, 
steps, labor and money end makes storage space 
pay e profit the year around 









WRITE FOR 
DETAILS 
THE FRICK-GALLAGHER MFG. COMPANY 
WELLSTON, OHIO 








NOW FURNISHED 


With 3 Assortments! 
The famous Nicholson and Black Diamond 


Retail File Display Units are now supplied with 
(weed your choice of three groups of fast- 

Mice, selling Nicholson or Black Diamond 
sew = Mill and Saw Files—comprising 66 files, 
56 files or 46 files. Your jobber 
will supply you. Nicholson File 
Co., Providence, R. I., U. S. A. 


A FILE FOR EVERY PURPOSE 
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shank actually plugs the nail hole with lead! . . 


Ask your jobber or write us for samples and dem- 


onstrator blocks. 


The DENISTON Company 
4840 S. Western Ave. CHICAGO, ILL. 


DENISTON 


“Lead Seal’? NAILS 


Get samples of this remarkable roofing nail 
which makes any kind of roofing give better service. 
Smart dealers everywhere sell it as a profit-maker 
and good will builder. Note the famous ‘‘Lead 
Beal’’—the lead under the head and down the 





ROCHESTER ADJUSTABLE 
SASH BALANCES 
A product of Guar- 
anteed quality. Real 
profit in handling 
them. 
Write for prices. 


Rechester Sash Balance Ce., Inc. 
Rechester. N. ¥. 











Horse & Mule 
Shoes 





Hand puddled 
bar iron and 
iron rivets 


THE BURDEN IRON COMPAN 


Established 1809 
TROY, N. Y. 














STKEL WVeRTAR HODS 
Ne dripping eonte 
the aser’s back 






shoulder saddle 
and bandle. 
Edges are heavily 
reinforeed. Th 
fork is pressed 
from heavy gauge 
steel. 


26”x12” 
KI” 


Write for prices. 
The Cleveland Wire Svring Co. 
E. 38th St. and Hamilton Ave. 
© . Cleveland, Ohio + * 











Worth Going After! 


There are many Business Opportunities 
in the Classified Opportunities Section 
of Hardware Age that are worth going 
after. 


Many of these side lines may be just 
what you need to increase your commis- 
sions. 


If you don’t happen to find the kind of 
line you want, why not advertise for it? 
Take advantage of the opportunity the 
Classified Section offers to keep you in 
touch with the sales positions that are 
open. Read the classified section of 
each issue. 


HARDWARE AGE 


Classified Opportunities Dept. 
239 W. 39th St., New York 
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The “Who Makes It?” issue of Hardware 


Age enables you to quickly locate sources of 


supply and helps you answer many ques- 


tions regarding brand names, products, etc. 


Abingdon, Ill.: Who makes the 
Riddell Basketball? Theo. S. Benner. 


ANSWER: John T. Riddell, Inc., 
1263 No. Wood Street, Chicago, Tl. 


Hartford, Conn.: Who makes the 
Faucetqueen faucet spray? G. G. 
Knoek, Inc. 


ANSWER: Faucetqueen Co.. 205 
W. Wacker Drive, Chicago. 


* * * 


Valdosta, Ga.: Who makes Royal 
earthenware? Whitehead Hardware 
Co. 

ANSWER: Crown Potteries Com- 
pany, 772 Division Street. Evansville, 
Ind. 


* * * 


Cornwall Landing, N. Y.: Who 
makes the Cooper hinge and spring 


catch? Mead & Taft Co. 


ANSWER: Cooper Slide. Inc., 
79 East 130th Street. New York. 
N.Y. 


Rochester, N. Y.: Please furnish 


address of the Myers-Sherman Co., 
manufacturers of the Fords Milking 


Machine? John A. Weider & Son. 
Inc. 


ANSWER: 1215 East 12th Street. 
Streator, Il. 


% * * 


Barberton, Ohio.: Who makes the 
Talon slide fasteners? West End 
Hardware & Wall Paper Co. 

ANSWER: Hookless Fastener 
Company. Meadville, Pa. 


* * * 


Kalispell, Mont.: Who makes the 
Mason’s price cards? Kalispell Mer- 
cantile Co. 

ANSWER: H. A. Dunning. West- 
erly. R. I. 


* * * 


Vancouver. B. C.: Who makes the 
Chief mixing spoons? W. C. Stear- 
man. 


ANSWER: Chief Products Co.. 
701 East 59th Street. Los Angeles. 
Calif. 


Sheridan. Wyo.: Who makes 
buckles used on straitjackets? Sher- 
idan Commercial Co. 


ANSWER: Humane Restraint Co.. 
Madison. Wisc. 
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MAKES IT?” 


Information regarding sources of supply as pro- 
vided readers of Hardware Age by the “Who Makes 
Itt” editor is here presented as an aid to others in 
the trade who may be seeking the same articles. 
The inquiries reproduced have been selected because 
of their general interest to hardware merchants and 
buyers. This editorial feature in each issue supple- 
ments the service rendered by the “Who Makes It?’ 
issue. When writing to the firms mentioned, state 
that you secured your information from the Hard- 


ware Age Directery Number. 


Boston, Mass.: Who makes the 
Nee-Action potato peeler? Joseph 


Breck & Sons. 
ANSWER: M & M Manufacturing 


Co., 66 Badger Avenue, Newark. 
N.J. 


Pesotum, Ill.: Who makes the W. 
B. Monkey Wrenches? Robison’s 
Hdwe. & Implements. 

ANSWER: J. H. Williams & Co., 
75 Spring Street, New York City. 


- 
* * * 


Charlottesville, W. Va.: Who 
makes the Red Comet bomb type 
fire extinguishers? W. T. Martin 
Hardware Co., Inc. 


ANSWER: Red 
Littleton, Colo. 


Comet, _Ine., 


Birmingham, Ala.: Where can we 
procure the Garod Automatic record 
changes? Wimberly & Thomas Hard- 
ware Co., Inc. 


ANSWER: Favorite Mfg. Co.. 
105 East 12th Street, New York, 
H.. F. 


Osage, Ia.: Who makes the Anti- 
corn corn razor? Kingsbury Hard- 
ware. 

ANSWER: Edgar E. Kahn, Inc., 
20 West 22nd Street, New York, 
N42. 
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Florence, So. Car.: Who makes 
the Fogle living room furniture? 
Schofield Hardware Co. 

ANSWER: Fogle Furniture Co.. 
Winston-Salem, No. Car. 


Fall River, Mass.: Please furnish 
the address of the Stimpson Com- 
puting Scale Co.? J. O. Neill Supply 
Co. 

ANSWER: Logan & Breckenridge 
Streets, Louisville, Ky. 


* * * 


Wilkes-Barre, Pa.: Who makes a 
wine fermenter? Joseph A. Ciesla. 


ANSWER: W. A. Gundlach, 414 
East 15th Street. New York, N. Y. 


New Bedford, Mass.: Who makes 
the Watrous ship auger? DeWolf & 
Vincent. 

ANSWER: Arrow 


Corp., Tracy, Conn. 


Head _ Tool 


* * * 


Dover, N. H.: Who makes the 
Straits plow? J. Herbert Seavey. 

ANSWER: Sargent, Osgood & 
Roundy Co., Randolph, Vt. 


%¥ * * 


Fostoria, Ohio.: Who makes the 
Retort coal heater? Fruth Hardware 
Co., Inc. 


Answer: 
Marion, Ind. 


Marion Stove Co., 
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Only 
IREGRIP 


BELT HOOKS 


have the blue aligning cards that 
prevent hook waste—loss from 
handling, loss of short card ends. 


Those Who Sell Belt Hooks appre 
ciate the new WIREGRIP method of card- 
ing, for it not only protects fingers from 
the sharp points, but also prevents hooks 
from coming off cards, prevents them from 
flattening down even when roughly handled. 
Every card remains saleable. 
Those Who Use Belt Hooks prefer 
WIREGRIP HOOKS because they are 
safely handled, and because the blue card 
holds hooks, even the shortest ends, in 
perfect alignment. Every hook is used—no 
card end waste. Lacers are more easily 
loaded as hooks are certain to be accu- 
rately positioned to fit the lacer. 
ARMSTRONG-BRAY offers the only com- 
plete line with both types of belt lacing— 
WIREGRIP Belt Hooks and STEELGRIP 
Flexible Belt Lacing (that goes on with a 
hammer); also Lacers, both 
vise and bench types, and 
couplings and fasteners for 
round belting. 
Write for catalog sheets 


ARMSTRONG - BRAY 
& CO. 


“The Belt Lacing 
People” 


304 Loomis Ave., 
CHICAGO, U.S.A. 


KEY BLANKS 


OF EVERY DESCRIPTION 
Also, assorted skeleton keys. 


i 


Catalogue on request 


GRAHAM MFG. CO. 


Dept. W. 
Derby, Conn., U. S. A. 
































E-Z CORN POPPER 
The Original Rotary Com Popper & 


The Popper That Puts ‘ 
The Pop in Pop Corn 








Use Any Kind of Heat 


Ask Your Jobber 


0. S. KEENE MACHINE CO., - ELKHART, IND. 








Patented 
HYDRO-FLUE HUMIDIFIER 


New Model with DUPLEX 
FORCED DRAFT now avail- 
able. 

Modernizes the kitchen—ban- 
ishes old-fashioned stovepipe, 
vaporizes fumes, traps grease 
and dirt. Salesmen—good ter- 
ritory open. 


WARD MFG. CO. 
107-09 E. Milwaukee 











Help Wanted, Accounts Wanted 
Business Opportunities 
Sales Re ntatives Wanted 
Set solid, maximum, 50 words....... 83.00 
All maximum, 50 words.... $4.00 
additiona) word....... . .06 


Positions Wanted 


(8 Rate) set solid, maximum. 
WHER ccccccces edeesecee oceee 50 
Each additional word .............. 01 


dow Beven Words fer K epod Address or Your Address 


BOXED DISPLAY RATES 


Each additional inch ..... ...- 4.00 





Use this section to reach Hardware Manufacturers, Manufacturers’ 
Agents, Jobbers. Jobbers’ Salesmen, Retailers and Retail Salesmen 





DISCOUNTS FOR CONSECUTIVE INSERTIONS 

4 insertions, 10% off; 8 insertions 15% off. 

Due to the special rate, these discounts do 

not apply on Positions Wanted Advertise- 
ments. 


REMITTANCE MUST ACCOMPANY ORDER 


Send check or money order, 
not currency. 


—_—~e— 
HARDWARE AGE is published every 
other Thursday. Classifi forms close 
15 days previous to date of publication. 








NOTE 
Samples of Literature, Mer- 
chandise, Catalogs, etc., will 
not be forwarded. 

— ~@— 

Address your correspondence and replies to 
HARDWARE AGE 
Classified Opportunities Dept. 
239 West 39th St.. New York City 











HARDWARE PERSONNEL. OUR FILES 
CONTAIN applications of several hundred experi- 
enced and well trained employees in the hardware 
endustries. No charge to employers for this ser- 
vice. If we can be of any help to you, just 
‘phone ASSOCIATED PLACEMENT BUREAU, 
152 West 42nd Street, New York City. Wis. 
7.1802, 1803. 





CATALOG COMPILER—ABLE TO TAKE 
entire charge of compiling jobber’s catalog. Will 
travel anywhere. Thoroughly experienced—having 
worked on many large size jobbers’ catalogs. 
Address Box D-189, care of Harpware Acg, 239 
W. 39th St., N. Y. City. 


YOUNG MAN, 26, AMBITIOUS, 8 YEARS’ 
@XPERIENCE wholesale and retail hardware, 
seeks position with leading hardware concern, 
Can furnish best recommendations. Address Box 
D-229, care of Harpware Ace, 239 W. 39th St., 
©. 3. Can 





SALESMAN, NOW WITH JOBBER, SEEKS 
connection with manufacturer. Age 38, married. 
Twelve years with leading jobbers and three 
years with nationally known manufacturer. Ex- 
perience covers all lines of hardware. Now located 
in New York State but no objection to other 
locations. Salary and expense or salary and 
bonus arrangement. Address Box D-181, care of 
Harpware Acr, 239 W. 39th St.. N. Y. City. 








24 YEARS’ EXPERIENCE SELLING RE- 
TAIL and wholesale hardware, toys, sporting 
goods, mill, factory, plumbing and electrical sup- 
plies, radios; experienced in window display, store 
departmentizing, showcard and sign work, news- 
paper advertising. Wish to locate with good 
reliable firm, available at once. Am a producer 
for the hest of results. Address Box D-239, care 
of Haxpware Ace, 239 W. 39th St., N. Y. City. 





BUILDERS’ HARDWARE SALES POSI- 
TION DESIRED. Eight years’ experience—in- 
cludes selling to contractors, architects, small 
stores, etc., for dealer—clso scheduling, detailing 
to template and architectural contact for manu- 
facturer. Knowledge of all branches of builders’ 
hardware, in addition to general hardware and 
mill supply experience. Now employed in East. 
Address Box D-232, care of Harpware Ace, 239 
W. 3%h St., N. Y. City. 








SALESMAN, EMPLOYED (cost analysis and 
credits) in Massachusetts, 42, unmarried, gradu- 
ate engineer, desires to return to West (Texas 
and Colorado preferred). Experienced sales work 
with construction, mill, oilfield, electrical sup- 
plies, tools and equipment; building material and 
specialties. Correspondence requested with manu- 
facturers with view to permanent representatiov 
Must have sufficient established or potential busi- 
ness and carry sufficient responsibility, to warrant 
reasonable base salary and traveling expenses; 
other compensation on results. Address Box 
D-238, care of Harpware Acre. 239 W. 39th St., 
N. Y. City 
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MAN, 35, MARRIED, HONEST, RELI- 
ABLE, HARD willing worker, 12 years’ experi- 
ence wholesale and retail housewares, glassware 
and electrical, as receiving-stock clerk and sales- 
man, wants position with reliable firm in city or 
elsewhere. Address Box D-240, care of Harp- 
ware Ace, 239 W. 39th St., N. Y. City. 





SALES MANAGER — PRESENTLY CON- 
NECTED New England manufacturer desires 
position with progressive company interested in 
yuilding volume and staff. Excellent personal 
producer, wide experience selling manufacturers, 
jobbers, retailers, and department stores. Address 
Box D-237, care of Harpware Ace, 239 W. 39th 
St.. N. Y. City. 





SALESMAN, 39, DESIRES TO REPRE- 
SENT manufacturer. Thoroughly acquainted with 
hardware, automotive and drug jobber trade, also 
department stores and chain stores, throughout 
Central States, also Southwest and Northwest 
territories, fourteen years’ sales experience along 
with managerial responsibilities. Salary or salary 
and commission. Address Box D-223, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 





CREDIT EXECUTIVE—ACCOUNTANT, 33 
YEARS, desires to forge ahead with responsible 
organization. Fourteen years with prominent 
Eastern hardware and paint concerns. Capable 
business adviser—familiar with financial an4 
profit ratios and operating budgets perpetuating 
any organization, merchandising controls, cost and 
selling records. Thoroughly experienced with con- 
tractual and industrial credits. Assume full 
credit responsibilities. Location no factor. Ad- 
dress Box D-233, care of Harpware Ace, 239 W. 
39th St., N. Y. City. 











A REPUTABLE MANUFACTURER WANTS 
SALESMEN with a following among the whole- 
sale and retail hardware trade to sell a full line 
of fibre tool boxes as a sideline Liberal commis- 
sion. Address Box D-245, care of Harpware AGE, 
239 W. 39th Street, N. Y. City 





SALESMEN: PATENTED SCREW-HOLD. 
ING SCREW DRIVERS! Handles indestruc- 
tible, insulated. Defy competition! 15% commis- 
sion. Jobbers buy quantities. Big repeats, exclu- 
sive territories. Address Mfg’r, 80-G Journal 
Bldg., Boston, Mass. 





MANUFACTURER, ESTABLISHED 50 
YEARS, DESIRES salesmen now calling on 
hardware jobbers, hardware retailers and lumber 
dealers. Attractive, low priced items of cabinet 
hardware. Exclusive territories granted on com- 
mission basis. Must cover regularly the territory 
applied for. State fully lines you now carry. 
Address Box D-224, care of Harpware AGE, 239 
W. 39th St.. N. Y. City. 








} Agent Wanted to Sell 
PIPE FITTINGS 


WIDES MACHINE PRODUCTS 
Mfrs. of Plumbing Supplies 
BEDFORD, OHIO 














SALESMEN WANTED FOR THE BURNS 
line of orange and grapefruit peelers and grape 
fruit corers. Also serrated edged cutlery. Ad- 
dress: The Burns Mfg. Co., Syracuse, N. Y. 





CHICAGO DUST AND OIL MOP manufac. 
turer ready for expansion wants experienced sales- 
men on commission basis. Exclusive territory and 
money making proposition, also protection on re- 
peat business. Write territory covered, lines 
carried, full details and references. Address Box 
D-242, care of Harpware Ace, 239 W. 39th St., 
N. Y. City. 





NATIONALLY KNOWN MANUFAC- 
TURER, ESTABLISHED IN _ 1865, desires 
salesmen, now calling on retail hardware trade, 
to take on additional line on commission basis 
Exclusive territory offered; several good terri- 
tories open. Salesmen must be covering territory 
applied for regularly. Address Box D-101, care 
of Harpware Ace, 239 W. 39th St., N. Y. City. 





SOMETHING NEW! GENUINE LITHO. 
GRAPHED DECAL transfers, now offered in 
small quantities. An attractive name plate insures 
wide advertising publicity at low cost. Sideline 
salesmen wanted; prospects everywhere—good com- 
mission, steady repeats. Samples on request. Ad- 
dress — Ralco Decalco, HA—1305, Washington 
Street, Boston, Mass. 





SALESMEN TO SELL COMPLETE SHELF 
goods line of popular-priced paints. Commission 
basis. Protected territories. Spring datings given. 
Established line. Salesmen calling upon hardware, 
paint, department, auto accessory stores will find 
this a good side line. Give experience and terri- 
tory covered. Address Box D-244, care of Harp- 
ware Ace, 239 W. 39th St., N. Y. City. 





WANTED—MANUFACTURERS’ AGENTS 
AND SIDE line salesmen calling on retail hard- 
ware, paint, department stores, to sell two new 
Razor Blade Scrapers that carry extra blades in 
handle. Scrapers are of heavy gauge steel with 
positive lock to any of its six adjustable positions. 
Address F. B. Williams Company, 50 st 
Pershing Road, Chicago, 


A CANADIAN FIRM IN MONTREAL rep- 
resenting English manufacturers, selling direc? 
from the factory, and also cerrying stock on its 
own for the hardware and furniture trade, re- 
quires one or more U. S. A lires. Address Box 


1-236, care of Harpware Ace, 239 W. 39th St.. 
N. Y. City. 
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LINES WANTED — SPECIALTIES FOR 
hardware, paint or automotive trades in Long 
Island, Westchester and Upper Jersey. Con:- 
mission basis. Address Box D-243, care of 
Harpware Ace, 229 W. 39th St., N. Y. City. 


ESTABLISHED MANUFACTURER’S 
AGENT CALLING ON hardware, electrical, 
automotive and plumbing trade in the intermoun- 
tain territory, desires connection with one or two 
good volume lines for jobbers. Address Box 
D-214, care of Harpware Ace, 239 W. 39th St., 
N. Y. City. 

ESTABLISHED MANUFACTURERS’ 
AGENT INVITES CORRESPONDENCE 
RELATIVE TO ONE ADDITIONAL LINE TO 
HARDWARE JOBBERS. OFFICE ST. LOUIS. 
TERRITORY MISSOURI, SOUTHERN ILLI- 
NOIS. SOUTHERN INDIANA, AND KEN- 
F Y. ADDRESS BOX D-235, CARE OF 
— AGE, 239 W. 39TH / ee A 
CIT 














FREE CATALOG of Beautiful LIGHTING 
FIXTURES. 


Here is an opportunity for you to grasp some 
extra business without an investment. Meet all 
competition. Our cash prices will save every hard- 
ware merchant a considerable amount of money. 
Write on your letterhead asking for our color 


catalog. 
THE JAYLITE CO., 





44 S. Monroe St., Monroe, Michigan. 











WANTED — WILL BUY HARDWARE 
STORE IN New York or New England states 
town of 5,000 to 20,000 vopuiation, preferably 
rural area. Furnish complete details, including 
itemized description and amount of inventory, 
tetal annual sales, overhead, lowest cash price 
 ~somgaaiiaaaamaas 266 Seaver Street, Roxbury, 

ass. 











WONDERFUL OPPORTUNITY FOR 
LIVELY HARDWARE man to buy established 
business in good section of New York City. Clean 


moderate stock. Address Box D-241, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 





FOR SALE: HARDWARE, PAINT AND 
fishing tackle stcre. Sales $80, 000.00 annually 
can be greatly increased. Attractive lease, latest 
system display fixtures, most attractive hardware 
store in city. Located in the very heart of busi- 
ness district in Florida’s best city. Capital and 
reserves $25,000.00. Address Box — care of 
Harpware AGE, 239 West 39th St., N % A City 








HARDWARE BUSINESS, OPERATED 
PAST FIFTEEN YEARS BY OWNER WHO 
MUST RETIRE. $6,000 STOCK. STORE 
BUILDING AND FIVE EXCELLENT RESORT 
CABINS. GROSS BUSINESS $25,000. NETS 
20% ON TOTAL PURCHASE PRICE OF 
$30,000. AFTER DEDUCTING ALL OPERAT- 
ING COSTS AND SALARY TO OWNER. 
FAVORABLE TERMS. ADDRESS—FRANK 
L. WHITELOCK, 506 E STREET, SAN BER- 
NARDINO, CALIFORNIA. 














FOR A MAN WHO WANTS TO ae IN THE PROFITS! 
Having arranged to represent European manufacturers 
of products which are distributable ey~ pe 4 hard- 
ware trade, we are seeking a man who can secur 
distribution by hardware jobbers and retailers thro! 
out the United States. We offer no salary or dra’ 
account—the man must believe in his ability to 
a big business on a liberal profit-sharing arrangemen' 
because of his gh acquaintance with the trade. 
To this man we offer a permanent nesceietion 
Address Box D- ee eare of ea) DWARE. AGE 
239 W. 39th St., N. a ty 
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OPPORTUNITY 
SPEAKS FROM EVERY CORNER 


Hardware companies who seek good Sales Repre- 
sentatives, desirable Accounts and the right kind of 
Help invariably use the Classified Opportunities Sec- 
tion of Hardware Age. 


Hardware men who seek good Positions also em- 
ploy the same Hardware Paper. This is because in the 


CLASSIFIED 


OPPORTUNITIES SECTION 
of HARDWARE AGE 


Opportunity speaks from every corner. Every issue 
of this widely read Hardware Trade Paper carries 
the advertisements of those who are looking for help 
as well as those who are seeking positions. It is the 
“Meeting House” of the Hardware Trade. It secures 
quick, tangible results for its advertisers. 


Send your copy with remittance to 


HARDWARE AGE 


Classified Opportunities Dept. 
239 West 39th Street, New York City 
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Simplify Your Stock Taking with the WHITE 
CONDENSED HARDWARE AGE INVENTORY FORM 


To make your annual inventory taking an 
easier, surer, job, we asked 1,000 leading retail 
hardware dealers to help us design a new 
HARDWARE AGE Inventory Record Sheet. 


From the many suggestions we received, a 
new sheet was designed—in a new size and form 
to sell at a new low price—200 sheets for only 
$1, plus 25c mailing charge. As these sheets are 
printed on both sides of good white bond paper, 
this means you really get 400 pages of inventory 
record sheets. Each page has room for 28 items. 
Your $1.25 investment provides inventory space 
for 11,120 items. 


During the past years, thousands of retail hard- 
ware dealers and wholesalers have used mil- 
lions of HARDWARE AGE Inventory Sheets be- 
cause they found them simple, convenient and 
handy to use. This new form is the best ever— 
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Actual size of sheets 9% by 12 inches 
over all; writing area 8l/, x I1!, 
inches. Sheets printed on both sides, 
of good white bond paper, with 28 entry 
lines on each side. Price $1.00 for 200 
sheets (400 pages) plus 25¢ mailing 
charge. 


it's even more simple, more convenient and 
easier to use. Our entire effort was directed to- 
ward making your annual inventory taking an 
easier and surer undertaking. 


These new HARDWARE AGE Inventory Sheets 
will fit the HARDWARE AGE Inventory Sheet 
Binders which are used by thousands of dealers 
who reorder their HARDWARE AGE Inventory 
Sheets year in and year out. 


Due to the exceptional low price at which 
these sheets are sold and which applies to the 
United States and its possessions-only, please 
have your money order or check accompany 
your order. Use the coupon below to order 
your supply today and make your inventory 
taking this year easier and surer with these 
sheets. 


nn ee anentienmncanseseinents . 


WMARDWARE AGE 
239 West 39th Street. New York, N. Y. 


Gentlemen: 

Here is my §. . Please send me..........hundred white HARDWARE AGE Inventory Sheets (200 for $1.00, plus 
25¢ mailing charge). Also send me........ Binders (50c each). Send these to me by return mail. 
NAME .. FIRM NAME . felis os a aro 
ADDRESS eee STATE . 
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Moulded RUBBER GOODS & Specialhis 











PLAIN AND MUSHROOM BUMPERS 
RUBBER HEAD NAILS e@ TOILET SEAT BUMPERS 
CHAIR TIPS @ CRUTCH TIPS @ SUCTION RUBBERS 


SEND FOR CATALOG OF COMPLETE LINE 


The ELASTIC TIP Co. 


ATLANTIC AVE: BOSTON:MASS-: 





: 
WHAT YOUR COLLEAGUES SAY 
ABOUT GARDEX TOOLS 


"We are well pleased with the GARDEX line. The more specialized 
design and usefulness of these tools interest customers. They are 
impressed with the quality of the article. You have been very 
generous with your sales helps which are laid out in a way to 
interest users, and give out worth while information. They have 
been well received by the general public.’ This 
is one of many letters from dealers who greatly 
increased their profits by going GARDEX. 
The new GARDEX PULL-HOE WEEDER pic- 
tured here, and other GARDEX tools eliminate 
stooping, chopping and bending. They make 
friends for your store by making work easier. 
Double your garden tool business. Handle 
—— tools. Write for free catalog today. 
ox 10. 


GARDEX, INC., MICHIGAN CITY, INDIANA 
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X 86% MORE BALL 
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AULTLESS CASTER CORPORATION 
EVANSVILLE, INDIANA 
Branches in Principal Cities Canada Factory: Stratford, Ontario 





Genui"®° MOMES 2 SILENCE 
SLIDE SILENTLY - SOFTLY - SMOOTHLY 
40c SET -10c SET- 1K SAVE FURNITURE 


: 
: __f\. & FLOORS-CREATE QUIET 
| te | Name Domes of Silence 
cin gar ties ae Silence pve 
Yt Thy Glides 





Rubber Cushion 
For Tile, Marble 
Noiseless, 


- — chairs and all furniture 


Ceme nt Rate! Bath 


fe 
Sizes for metal beds, wood beds 


Ask your Jobber. 


DOMES of SILENCE, Inc., 35 Pearl St. N.Y. C. 


If he is not supplied write to 









(2S, TORCHES 


KNOWN 
EVERYWHERE 


No. 800 — Low Priced, Pump Filler, 
Polished Brass Finish. 


Ne. 600A — Bottom Filler, T Handle 
Lock Down Pump, Polished Brass Finish. 


No. 158A—Chrome Plated Tank and 
Pump, Full Skirted Windshield. 


CLAYTON & LAMBERT Mc. Co. 


DETROIT, MICHIGAN 
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No. 2 D-Lite (Cold Blast) 


R.E.DIETZ COMPANY - NEW YORK 


NOVEMBER 17, 1938 





Good sausage can’t be made without well cut meat. Tell 
your customers who want to make sausage why they need 


an “ENTERPRISE” Knife and Plate Chopper. 


The forged steel knife and plate on an “ENTERPRISE” 
Chopper cuts meat and food sharp and clean. The nat- 
ural juices that give food its flavor are not squeezed out 


as they are in an ordinary chopper that mashes and tears. Show your customer how 
peittetes a the forged steel knife re- 
ENTERPRISE” Choppers have been famous for over volves against the tempered 


. . ~ . . steel plate and gives a 
50 years with people who know what a difference this sharp, clean, SLICE-CUT. 
cutting principle makes in taste. Those who do not know 

the difference will appreciate being told. 


Your profit on one “ENTERPRISE” sale is over twice 
as much as your profit on an ordinary food chopper, and ENTERPRISE SAUSAGE STUFFER- 
your customers get what they want... BETTER TAST- LARD -FRUIT PRESS 


ING sausage and other chopped foods. (3 Machines your customers want—all in ONE) 


SEND COUPON NOW A sausage stuffer that strainer without 


e ° . ' doesn’t leak...is easy burning fingers. A 
Get full information on profitable dealer plan. to turn...keeps air £@ fruit, wine, and jelly 


out of casing. A lard E press with cylinder 


press with TONS of bored true...gets ALL 
* & o] 4 pressure...getsallthe §@ the juice EASILY. All 
lard...special handles $4 metal, pure X XXX 
for removing hot : tin throughout. 


The Enterprise Manufacturing Co. of Pa. 
Philadelphia, U.S. A. 


—s ew ee ee ee ee ee eee ee ee eee eee oe eee ee oe ae 
“ENTERPRISE” MANUFACTURING Co. of Penna. 
3rd & Dauphin Sts., Phila., U.S.A. 


Gentlemen: Please send me full details on the new dis- 


play and dealer plan. {HISET LINDE, 
'S Boren Trut 


4Q#no25 


Address 
City State 
Our Jobber is 
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HARDWARE AGE 








